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Morning vs. Evening 
Newspapers in Indiana. 


Chas. H. Fuller’s Directory for 1904-05 gives the following 
circulation figures for Indianapulis, Muncie and Terre Haute: 


ese MORNING. sce 
Indianapolis Star, - s 78,738 


Muncie Star, s ad @ 28,501 
Terre Haute Star, 2 2 20,172 








127,411 
savok VENING esse 

Indianapolis News, - : : - 72,855 
Indianapolis Sentinel,  - ° . ° 24,242 
Indianapolis Sun, : ° ° - 15,000 
Muncie Times, - - . : 2,760 
Muncie Hera - - - ° - 3,412 
Terre Haute Tribune, - : ° : 10,957 
127,226 


The above figures show, for six months ending June 3oth, 
1404, The Star League averaged 185 more than the combined 
circulation of all other Indianapolis, Muncie and Terre Haute 
daily newspapers. The statements submitted to the editor 
of Fuller’s Directory for the Star League are sworn to in 
detail. Those of the evening papers, with two exceptions, 
are either publishers’ statements or estimates. 

The Star League circulation for January, 1905 
exceeded 140,000 copies daily. The Indianapolis Star’s 
net paid daily average for January was 14,521, greater than 
claimed by any other Indianapolis newspaper. 








C. J. BILLSON, Manager Foreign Advertising, 


BOYCE BUILDING, TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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DOWN TO BED 
ROCK. 


Our proposition has the distinct merit of de- 
finiteness. We offer to increase the sales of any 
business. We have one automobile manufacturer 
who has just been obliged to double his factory as 
the result of our advertising campaign. 

But the business itself must be right. The 
product must be good and we must have the co-op- 
eration of the management and the salesmen. 

Salesmen are a part of our best methods 
Goods can be sold by mail without salesmen, but 
usually not in so great volume nor so quickly. 

The proper plan precedes and follows the sales- 
men with correspondence and printed matter. It 
increases the efficiency of the selling force—solidifies 
the work—produces more orders and larger ones. 

Large talk and rather indefinite Yes, but we 
can be exactly definite, Let us get acquainted and 
we will formulate a plan for you, showing exact cost 
and approximately the exact results. 

We limit our efforts to high class mercantile 
and manufacturing businesses. We do not handle 
medical advertising nor any that is considered un- 
desirable by the best publications. 





THE BATES ADVERTISING COMPANY, 


CONVERSE D. MARSH, Chatrman Executive Committee, 


SPRUCE & WILLIAM STS., . NEW YORK CITY, 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST OFFICE, JUNE 29 1893. 


VoL. L. 
FORTY YEARS AN ADVER- 
TISING AGENT. 

By Mr. George P. Rowell, 
ELEVENTH PAPER, 








We got along very well in that 
little back office, up two flights of 
stairs. We commenced business 
in March, and March is in Spring 
time; Summer would soon come. 
The building was not heated, but 
the expense of coal and a stove 
might be saved or delayed until 
Autumn. Somebody had adver- 
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1865. 


No. It. 


paper; then worth five cents a 
pound. Well, when I returned 
from the postoffice there had been 
a conflagration. The waste basket 
was gone, the contents had dis- 
appeared, and in the jute carpet, 
nearly new, near the end of the 
valued black walnut table, was a 
black bordered hole about as large 
as the bottom of a half bushel 
measure. The injury to the carpet 
was serious but could be repaired 
by shoving under an extra half 
yard or so and fastening down the 
black edges of the circle with car- 





1905. 


PORTRAITS OF THE AUTHOR, 


tised the enormous heating powers 
of a sheet iron cylinder, to be sus- 
pended over a gas jet—patent ap- 
plied for—retail price 88 cents, 
and one of these moderated the 
March temperature of that small 
office to some degree. One par- 


ticularly bad morning I started up 
the “heater,” and, locking the door, 
sallied out to visit the postoffice 
for hoped for letters and papers. 
Evidently I had dropped, the not 
fully extinguished match. into the 
half filled basket containing waste 





pet tacks made and provided for 
such purposes. Plainly the office 
ought not to be left alone. Mr. 
Dodd knew a boy named Andrew, 
who was employed by a photo- 
grapher who had some other busi- 
ness also, and only opened _ his 
studio afternoons. We_ secured 
Andrew’s services for half of every 
day. He came in the morning, 
swept the office, brought the mail, 
and at twelve noon departed for 
his other place. I do not remem- 
ber whether it was $2 a week or 
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$3 that was paid to Andrew. I 
would be inclined to think it was 
$3 but really that seems dear for 
a boy who gave only half his time. 
Still this was War time and every- 
thing commanded a high price. 
The time came, later, when we 
needed the entire services of a 
whole boy, and Andrew, I think, 
returned with his parents to Scot- 
land; but we never afterwards 
had a boy that got quite so close 
to us as Andrew did. 

Things went pretty well in the 
office that first month. Fully 
twenty inches of advertising space, 
in the newspaper combinations, 
had been sold; and fully $2,000 
charged up for the service to ad- 
vertisers, all presumed to be 
good; and the knowledge that the 
net amount that would have to be 
paid to the newspapers was less 
than $600 did much to reconcile 
the partners to the expenditure for 
the six dollar circular that has 
been already referred to. 

Pretty soon it seemed a desir- 
able thing to engage a solicitor, 
and in some way we were brought 
into relations with a compositor, 
once hailing from Nova Scotia, E. 
P. Fox by name. Fox was six 
feet two inches tall, and broad in 
proportion; especially if the meas- 
urement were to be taken across 
the centre, half way between the 
crown of his head and the soles of 
his feet. His hair was precisely 
the color of that of the red fox 
I had been familiar with in the 
New England pasture lands and 
wood borders. Fox was not well 
dressed. His countenance was 
florid, but there was something 
about his manner that was irre- 
sistible. When he had appeared 
in an office no one could get him 
out until he had told his story, and 
if he had once gotten under way 
few cared to stop him before he 
was done; for he not only told his 
business storv very well, but told 
also many others that had noth- 
ing whatever to do with business. 
I do not mean that he uttered 
untruths, although I do hope that 
all the stories he told were not 
absolute facts. Of all the funny 
stories I had ever heard, I think, 
in the course of a year, Fox had 


told me nine-tenths of them over 
again and told them better than I 
had heard them told before, and 
told twice as many others that 
were new to me, some of them so 
good that nowadays, forty years 
later, I occasionally venture one 
of them on an audience, and it 
generally passes as new. It is a 
good thing about an old story, that 
if it is old enough, it is likely to 
be accepted as the newest thing 
out. Mark Twain may not have 
been jesting when he asserts that 
in the writings of a classical 
Greek, who lived before the 
Christian era, he found the inci- 
dent of the Jumping Frog that he 
honestly thought had originated 
with him. One morning Fox had 
something to relate that did not 
amuse. It was in April (1865), 
the War seemed to be nearly at 
an end. It was the horrible news 
of the assassination of President 
Lincoln, (not found in the morn- 
ing papers,) that had just come 
over the wires. That was a sad 
day in the little back office, up two 
flights of stairs. 

Pretty soon there were more 
papers to take care of than could 
be filed on sticks and hung on the 
door space that divided us from 
the alleged real estate man. We 
did not see the man often and I 
have an idea that he, on his part, 
failed to see the landlord as reg- 
ularly as was provided and set 
down in the terms of his lease. 
One day I had an interview with 
this man. He was thinking seri- 
ously of giving up his office. I 
agreed to take it. He would sell 
the desk at which he sat. The 
price he demanded was three dol- 
lars and a half, and I agreed to 
take that too. It has been worth 
it. If ariy one will take the 
trouble to look for me at the offices 
of Geo. P. Rowell & Co. at No 
10 Spruce street, to-day, in that 
particular portion of it that is 
known as Mr. Tully’s office; if 
the hour happens to be between 
12 m. and 1 p. m. he is likely to 
find me in the northwest corner, 
sitting at that same little desk, 
and possibly engaged in recording 
these memories, for it would seem 
that if so much space is to be ac- 
corded to trifles. the task of writ- 

(Continued on page 6.) 
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“{ Newspapers that 

go home and stay 

R FA C 4 T 4 4 there produce the best 
results for advertisers. 


"No wise advertiser can 


gainsay this. {If interested 

—— in publicity in Baltimore, Indian- 
apolis, Washington, Montreal and 
Minneapolis, and wish to 


cover each field with a 
minimum of expendi- 


ture, use the following 


high-grade evening 
HOME PAPERS “" 


The Baltimore News. 













The Indianapolis News. 
The Washington Star. 
The Montreal Star. 


















The Minneapolis Journal. 















“These papers possess the confidence of the family 
circle, and are standard mediums for all kinds of 
desirable advertising. 











DAN A. CARROLL, 
Special Representative. 















Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Mgr. Chicago Office.) Chicago, 
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ing will go on and on forever and 
ever. 

It has been said that a peasant 
boy may become a learned man; 
president of a college may be, or 
governor of a province; but if he 
live to be old and have the mis- 
fortune to be feeble, there is a 
likelihood that his speech will 
revert to the patois of his child- 
hood and his mind dwell upon the 
scenes that interested him then. 
The experiences in that little 
office, at the age of twenty-six, are 
vastly more interesting to-day, as I 
recall them, than any much more 
important matters, that transpired 
at a later period, when a little 
success did not appear to be of 
one hundredth part as much con- 
sequence as the same would have 
seemed thirty or more years 
before. 

Pretty soon we needed a book- 
keeper. After one or two experi- 
ments that did not turn out well, 
we chanced upon a young man, 
George H. Pierce by name. He 
had recently come from Colum- 
bus, Ohio, where he had been 
employed, for a time, on the Ohio 
State Journal. He had much to 
tell of the conditions that obtained 
in a newspaper office in the City 
of Columbus. There was an ad- 
vertisement solicitor connected 
with the Journal, Ward Beach by 
name, but in no way to be as- 
sociated with that most eminent 
clergymen of that day, the cele- 
brated Henry Ward Beecher, al- 
though one name seemed to con- 
tain the other. Then there was a 
shrewd man, business manager of 
the Journal, named F. W. Hurtt. 
I came to know both of these men 
not long afterwards. Mr. Hurtt 
came to New York, made an ar- 
rangement with Dr. Humphreys 
of Homeopathic Specifics fame 
and took charge of affairs there 
to such purpose that the good old 
Doctor was glad to part with him 
even at the expense of allowing 
him to take away the most valu- 
able trademark the concern had 
possessed, no less a_ trademark 
than “Pond’s Extract,” a prepara- 
tion of Witch Hazel that is a 
household remedy from one end of 
America to the other. What a 
commentary it is on the value of 


a trademark. The Humphreys 
people had made Pond’s Extract 
for years. It was admittedly a 
preparation of Witch Hazel. They 
could no longer sell it as Pond’s 
Extract, that privilege had passed 
to Mr. Hurtt, but dozens of other 
people were selling extracts of 
Witch Hazel and the Humphreys 
people had still just as good a 
right to make and sell an extract 
as anybody else. They could call 
it Humphreys’ Extract but not 
Pond’s. Everybody had heretofore 
bought Pond’s Extract of the 
Humphreys’ concern, now they 
could buy Humphreys’ Extract 


there but not Pond’s. To get 
Pond’s they must go_ else- 
where. And yet the Humph- 


reys Extract was identical in 
composition : with Pond’s, was 
made by the same people that had 
always made the Pond’s, and was 
sold in larger bottles and at a 
lower price; and for all that the 
people would have none of it. 
They had learned to use Pond’s 
and would have no other. I had 
knowledge in the early day of a 
similar case. Two men were part 
owners of a preparation for the 
hair called Hall’s Hair Renewer. 
They were not agreed on business 
methods and one disposed of his 
interest in the concern to the 
other and that other became 
a millionaire doing business 
at Nashua, N. H. The other 
man knew just as well how to 
make the preparation, and did 
make it, and put it on the market, 
and advertised it too, only it was 
Plummer’s Hair Renewer and not 
Hall’s. Everybody wanted Hall’s, 
nobody would have Plummer’s, 
and the money spent in advertis- 
ing it was wasted. After a time 
the owner of Hall’s Hair Renew- 
er, having become wealthy, had 
social aspirations that the patent 
medicine business did not aid, and 
the Renewer was sold for a great 
price to J. C. Ayer & Co. of 
Lowell who had already exploited 
with some success practically the 
same thing under the name of 
Ayer’s Hair Vigor, but could not 
make it compete with Hall’s that 
had been earlier in the field. 

To get back to Ward Beach. He 
too came eventually to New York 

(Continued on page 8.) 
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OC NATE LENE RE RICE ihe 
AN AGE OF SPECIALIZATION— 
Why Not An Agency of Specialists ? 


N 








The Derrick Agency is the only Inter- 
national Agency and the only Agency of 
Specialists. 

It does not try to put a belt around the 
globe—from its New York office. It does not 
believe that the greatest mind on earth could 
grapple with all phases of the Publicity Prob- 
lem, and master them. Or that any one man 
can handle half a dozen lines and do justice to 
any one of them. 

Is your product corsets? Rest assured 
they won't have a chance to be mangled by 
out Mechanical Specialist. Or Baking Powder 
treated by our Textile Specialist. Or Patent 
Medicine handled by a hard-headed fellow, 
who can’t imagine what a pain feels like. 

The Derrick Agency is composed entirely 
of Specialists—men and women. We accept 
no business we are not in a position to do 
absolute justice to. If we haven't the man, 
we get him—or say ‘‘no” to the account. 

Paul E. Derrick is in command of the 
foreign forces. M. Lee Starke over those in 
America. 


THE PAUL E. DERRICK ADVERTISING AGENCY 


New York London Cape Town Sydney Buenos Ayres 
‘ANE EE SE oi: RR 
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and was for a long time a canvas- 
ser for the American Agriculturist, 
which, under the management of 
Orange Judd, was one of the con- 
spicuous journalistic successes of 
its time. It may be just as good 
a paper to-day as it was then but 
people surely hear a great deal 
less of it now. It was, I think, 
the first paper to attempt to make 
good to a subscriber any loss in- 
curred by trusting to the good 
faith of any advertisement that 
appeared in its pages. Well all 
there is to say of Beach is that he 
knew more good stories than a 
commercial traveler; such things 
seemed to seek him out; no one 
else could make the point so weil; 
and so many new ones came to 
him that he had no time to retail 
old ones. I have been led to sup- 
pose that Beach, who seemed a 
good fellow, was led into some 
transaction or other that would 
not wash. He disappeared from 
New York many years ago and I 
never knew what became of him. 

Pierce, the bookkeeper engaged, 
remained with me for many years. 
He came with me from Boston to 
New York. Pierce used to relate 
that about the time I dissolved 
partnership with Horace Dodd, he 
heard me say on one occasion that 
I would never have another part- 
ner. He said that it greatly dis- 
couraged him. He gave that as a 
reason for some shortcomings of 
his that I had noted about the 
time that I actually had taken an- 
other partner in the business. 
Finally I had to part with Pierce 
and he went to Maine where for 
a long time he was in the employ 
of that Mr. E. C. Allen who was 
the father of that great publishing 
business of low-priced periodicals 
that has grown up in Augusta and 
been the bete noire of the Third 
Assistant Postmaster-General for 
the last quarter of a century. Later 
Pierce returned to Boston and en- 
tered the employ of a man who 
had been a clerk in the little 
Congress street office at the time 
of Pierce’s own engagement there. 

George Pierce was the most ac- 
complished penman I ever knew. 
His books were beautiful to look 
at. For years we used, as a busi- 
ness card, a facsimile of one he 


drew with a pen on a piece of 
bristol board; and the handsome 
check of which my firm drew in 
the vicinity of two hundred 
thousand, on the National Broad- 
way Bank, before its merger 
with the Mercantile National, was 
also lithographed from a sketch 
made by Pierce, that could 
not be improved upon. His 
skill with the billiard cue prob- 
ably led to the termination of 
his engagement with me. I[ had 
at one time possessed some facil- 
ity in handling a rifle, at short 
range, but finding myself out of 
practice, gave my gun to Pierce, 
who had at that time never had 
any experience as a marksman. 
He took the rifle with him when 
he went to Maine, and in later 
years became decorated with 
numerous medals and_ insignia, 
designating his prowess and vic- 
tories over the riflemen of a State 
where good marksmen abound, 
As we grew more busy [ re- 
membered a handsome boy I had 
known as a clerk in a New 
Hampshire postoffice, the son of 
a Methodist minister. I wrote to 
him, and he came to me, and 
proved just as competent as I had 
thought he would, and that means 
that he proved very competent in- 
deed. When I changed my head- 
quarters from Boston to New 
York Mr. Dodd desired this youth 
to stay with him. His parents 
were also unwilling to have him 
exposed to the temptations of so 
wicked a city as New York, and 
so he remained in Boston, be- 
coming in time a partner with Mr. 
Dodd, finally his successor, and at 
present is conducting a successful 
advertising agency of his own. He 
was long the Secretary of the 
American Advertising Agents’ 
Association and is widely known 
and liked by advertising men and 
publishers. He is not as hand- 
some as he was when a boy. I 
was trying here to ring in the 
story of the boy who tickled the 
heels of a mule, and, having been 
kicked in the face and knocked 
over the fence, had expressed to 
his father the fear that he would 
never be as good looking as he had 
been and the father had admitted 
that probability but added “You'll 
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know more.” I am speaking of J. 
Wesley Barber, Advertising 
Agent, still of Boston. I would 
not assert that he knows much 
more to-day than he did forty 
years ago for he was one of the 
most intelligent as well as one of 
the most attractive boys I ever 
knew. If he does not know any 
more now than he did then, every 
one who is as well acquainted with 
him as I am will admit that he 
knows a whole lot. 


—-_-_+-+ 


o—_—_ 
A REMARKABLE COINCIDENCE. 
CHELSEA, MaAss., March 4, 1905. 
Editor of Printers’ INK: 

I think you will be interested in this 
remarkable coincidence. To-day I was 
reading Mr. George P. Rowell’s in- 
stallment of ‘‘Forty Years an Advertis- 
ing Agent,” in the current number of 
your publication. I had just begun the 
second paragraph and was reading the 
words “Mr. Horace Dodd, a friend of 
some years’ standing,” etc., when I was 
interrupted by Mr, Daniel H. Sullivan, 
a real estate agent of Chelsea, in whose 
office I was and who wanted to show 
me a specimen of fine handwriting by a 
gentleman whom he knew to be about 
70 years old. I glanced at the paper 
and saw that the signature was “Horace 
Dodd!” And the heading on the sheet 
was that of Horace Dodd, Advertising 
Agent, at 7 Water street, Boston. 

And, furthermore, this happened _to- 
day—-March 4, 1905—within a _ few 
hours of exactly 40 years from the day 
of which Mr. Rowell wrote in the ar- 
ticle which I chanced to be reading 
when Mr. Sullivan happened to show 
me Mr. Dodd’s letter. 

Yours tru'y, 
Cuas. N. Morcan. 
—__ +o 

Some good vigorous arguments why 
farmers should read Wallace’s Farmer, 
Des Moines, Iowa, are contained in a 
folder from that weekly. Among other 
things it says, “Wallace’s Farmer is 
published for those who are farming in 
dead earnest, who want to grow big 
crops and grow them easy, who want 
better stock, who want to live better and 
at the same time make more money. 
The ad man who reads an agricultural 
paper simply to while away the time will 
find others just as good as Wallace’s 
Farmer. The man who takes a farm 
paper because it is cheap will find others 
cheaper. But the man who is studying 
farming, who wants to keep in touch 
with all new things in agriculture worth 
knowing, who wants a paper that will 
enable him to poup thoroughly up-to- 
date, will find Wallace’s Farmer better 
than any other agricultural paper pub- 
lished for the westerr. farmer.” 








A CLEVER advertising device for a 
photographer is used by G. Fisher, 50 
Bowery, New York. With each dozen 
cabinet photos finished he includes one 
mounted on a neat calendar. The nov- 
elty originated as a holiday souvenir. 





FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
single exception of THE RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 


CIRCULATION 
For JANUARY,1905: 
Daily Average, 148,687 
Sunday Average, 202,409 

—THE— 


Chicago Record-Herald. 
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TORONTO STAR. 


Daily average last month 


S7,-5 52, 
Net Paid Circulation. 


This is the largest circulation of 
any afternoon paper in Ontario, 


A. A. Seaver, Actuary Advertisers Bu- 
reau of Circulation Examinations, Chi- 
cago, who made examination of all books 
and records this month, found the circu- 
lation of THe Star for the last four 
months, 36,002. Sworn statement on 
application. 





THE STAR prints more general 
advertising than any other Toronto 
paper. Why? Because— 

THE STAR BRINGS BETTER 

RESULTS, 


All foreign advertising should 
be sent direct to 


THE STAR, 
TORONTO, CANADA. 
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CIRCULATION MUST ALSO 
MEAN ADVERTISING 
VALUE. 

A KNOWLEDGE OF WHERE PAPERS GO, 
IS QUITE AS IMPORTANT AS THE 
NUMBER OF COPIES PRINTED, IS 
THE OPINION OF JOHN H FAHEY 
OF THE BOSTON “TRAVELER.” RE- 
TURNS AND LOCAL ADVERTISERS 
ARE THE REAL TEST. THEY JUDGE 
NOT ALTOGETHER BY QUANTITY, 
BUT BY QUALITY, AND THE DISTRI- 
BUTION OF THE PAPERS CIRCU- 

LATED, 


The Boston Traveler is the old- 
est evening newspaper in that city, 
It was started in 1825 as a me- 
dium for publishing the time- 
tables of the stage-coaches leaving 
Boston, and was called the Amer- 
ican Traveler, At first issued 
twice a week, it soon became a 
daily, and grew into a high-class 
blanket sheet, solid, literary and 
conservative. Passing into the 
control of a man named Worth- 
ington, it made him a millionaire, 
and put his family into the select 
circles of Boston. Upon his death 
it was acquired by an association 
of reformers, who made it an 
organ of temperance, civic virtue 
and other desirable ideals. Several 
other owners ran it under differ- 
ent policies, until, just before the 
Spanish American War, Torrey E. 
Wardner became its editor. He 
modeled it on somewhat yellow 
lines, with all the features of a 
sensational one-cent daily. It was 
printed on pink paper, and during 
the war ran up to about 100,000 
circulation. Under a new owner, 
the pink paper gradually faded to 
a roseate hue; the policy was sob- 
ered down, and a comfortable cir- 
culation maintained, because there 
was no better evening paper in 
Boston at one cent. The front 
page was sometimes so overrun 
with advertising that there was no 
room for news, but the inner pages 
contained plenty of news and mis- 
cellany. The Traveler was the 
original Associated Press paper in 
Boston, and made a fair showing 
of telegraph news. 

Something more than a year 
ago, the Boston Traveler came 
under the control of John H. 
Fahey, who had been New Eng- 
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land Manager of the Associated 
Press for nearly ten years, an 
Franklin Coe, for several years 
connected with the Buffalo News. 
The Traveler has since acquired a 
circulation exceeding 75,000 copies 
a day, placing it first among the 
evening papers in New England, 
whose circulations are known. It 
is now a home newspaper, read by 
the wage-earning class, and fills 
not only a distinct field in Boston 
as a newspaper, but is also unique 
in the service rendered advertisers. 
“The evening newspaper has not 
been so thoroughly developed in 
Boston as in other cities,” said 
Mr. Fahey recently, “The fact that 
the evening field here was repre- 
sented by papers that were after- 
noon editions of the leading morn- 
ing dailies sold for two cents, and 
a class evening paper sold for 
three cents, gave the Traveler its 
opportunity. It is a remarkable 
fact that the Traveler, under sev- 
eral different owners and policies, 
managed to hold in excess of 50,- 
000 circulation, although it was 
rather an indifferent newspaper— 
as compared with the papers pub- 
lished _in cities in the same class 
with Boston. There is reason for 
this, however. First, there was 
nothing better in the way of a one- 
cent evening daily in_the field. 
Again, Boston is a Democratic 
city, and the Traveler was the only 
active paper of that political faith. 
It did things for the people too, 
and gave local news the first place, 
Sixty per cent of the population 
in Boston, is Irish or of Irish 
descent, and 65 per cent is Roman 
Catholic. The Traveler did not 
overlook this great clientele, which 
represented a vast purchasing 
power in Boston, but printed the 
news which interested them, with- 
out being unmindful of the rest 
of the community. The constitu- 
ency developed was loyal, and this 
explains the vitality of the paper. 
“When we took control, it was 
our belief that no city in the 
United States, offered better op- 
portunities for a clean, newsy, en- 
terprising, one-cent evening paper; 
a journal neither sensational nor 
prosy; appealing not to the very 
rich nor to the very poor, but to 
the hundreds of thousands be- 
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tween—the great middle class-— 
and I believe that means in metro- 
politan Boston, a class that for 
education, intelligence and moral- 
ity, is not excelled anywhere in 
this country. They have a very 
substantial earning power, the best 
of educational advantages, and the 
great mass of them may be con- 
sidered well-to-do. 

“One-cent circulation is not pro- 
fitable, from the standpoint of 
sales, as every one knows; the 
final test of its value to the pub- 
lisher, lies in the result it brings 
to the advertiser. There is no use 
in securing circulation that is not 
responsive to advertising, and will 
not bring results to the patrons of 
the paper. We found that while 
new circulation could be added in 
quantity, by sensational methods, 
such circulation was of little ad- 
vertising value, and therefore a 
burden rather than a help Circu- 
lation is not entirely a matter of 
figures, but of real return to the 
advertiser, in proportion to the 
cost of his advertising. 

“The circulation of the Traveler 
to-day, is largely local; well-dis- 
tributed in the metropolitan dis- 
trict, or greater Boston, and in 
eastern Massachusetts. In adver- 
tising, the Traveler in the past 
four months, has carried over one 
hundred columns per month more 
than any other one cent evening 
paper in the city. 

“Heretofore, a small merchant 
in Boston, with a limited sum to 
put into advertising, has found it 
difficult to get representation for 
his money. The leading dailies 
in Boston, have morning and 
evening editions, and a wide cir- 
culation outside the city; but a 
small appropriation, because of 
their high flat rate, spreads too thin 
for the advertiser who is making 
a beginning. The Traveler's rate 
based upon 75,000 circulation en- 
ables the advertiser to use space 
twice or three times a week in- 
stead of once or to employ larger 


space. ; ; 
“It is mighty important to our 
local advertiser to know how 


many of the newspaper readers he 
is addressing, live in Maine, and 
how many 


Chelsea. 


in Roxbury and 
Not two per cent of the 





Maine or Rhode Island readers 


are possible customers, but he 
knows that all those in Boston and 
its suburbs, can be gotten to his 
store. Home readers are the ones 
we seek, for we believe that the 
home read paper produces the 
greatest results, The readers of 
the middle class, represent the bal- 
ance of power politically in every 
community, and are the most im- 
portant element from the purchas- 
ing standpoint. Delivery by car- 
rier to the houses, is the kind of 
circulation that we are giving most 
attention to. To reach the homes 
we are paying particular attention 
to the news that interests the 
women. Nine-tenths of all the 
fashion news printed throughout 
the country, deals ‘with Paris 
fashions, high-class gowns and 
wraps, that are not obtainable in 
the shops where most newspaper 
readers trade, and are altogether 
beyond their reach. Our fashion 
news is based on styles shown in 
Boston tores. We have a report- 
er who gathers ‘Talk of the 


Shops,’ visiting all stores and 
impartially, and reporting  bar- 
gains, novelties, etc. If readers 


want the names of shops men- 
tioned, we give them by mail, The 
Traveler was the first paper in 
Boston to do this, 

“Another feature is a column of 
feminine philosophy, called ‘Betty's 
Twilight Chat,’ which has proved 
so popular that a number of large 
dailies in the outside countries, 
take it on a syndicate arrange- 
ment. We try to make our cook- 
ing receipts practical, not theoreti- 
cal. We run a department by a 
general all around tinker, who tells 
how to make small ‘repairs, etc. 
We run a full children’s page 
every Thursday. In connection 
with it, we have built up a series 
of children’s clubs, which now in- 
cludes nearly 6,000 children. 
Women, children and schools— 
these are our hobbies, in a way. 

“The average edition for 1904 
was in excess of 81,000 copies, and 
we are building home circulation 
at a rate that will send it higher 
this year. I regard 150,000 as 
about the economic limit of circu- 
lation in Boston, for a paper like 
the Traveler,” 
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SPECIALIZATION, THE 
KEY-NOTE OF THE 
AGE 





The article which follows below is one 
received in reply to an invitation which 
the editor of Fuurens’ Ink extended 
recently to a number of advertising 
agencies: 


In my constant satewes to make PRINT- 
ERs’ INK the Little Schoolmaster in the Art 
— paverieine, of more service to its 
readers—the advertisers of this Ts 
realize the necessity of drawing on the 
— talent for ye This is 
not always as as it wor appear on 
the surface, and though PRINTERS’ INK 
only a weekly it often eons to me asa 
a:fficult problem to get what { want that 
might prove of sufficient mental interest to 
the keen and critical mi = that sit in 
judgment u oy me every week, year in and 
ear out. d it was weakly in such a 
rame of auind that 1 wrote the following 
in PRINTERS’ INK 


perepmeph thet sppenes 
or February Ist: “ 


The man who could edita 47 
to please everyone went to hea- 
ven a long while ago, but; heil 
still yawns for the numerous 
= duals who think they could 


eine “4 however, on my mind to-day is 
toask you to write an article, for carly 
ubiication in PRINTERS’ INK, on the follow- 
ing theme: 
TUE eo AND FUNCTION 
OF A MODERN ADVERTISING 
AGENCY AS SEEN BY 
The article ro ‘ht not exceed 1,500 


ge 
worthy of contributing their views to 
PRINTERS’ INK. 


As it woud F moare Reng to_be anqpestons on 
your part to refuse the Little Schooimaster 
the small a “that is waned of of you, I will 
look forward with pleasure to an early con- 
sideration of my request, 











VIEWS UPON THE SPECIALIZATION 
OF AN AGENCY SERVICE. 


Bw M. Lee Starke, Manager the 
Paul E. Derrick Advertising 
Agency. 

“I believe that this matter of special- 
ization is already—and as the years pass 
will become more and more—the key- 
note of success. The world’s effective 
workers are constantly increasing in 
number. Competition is growing stead- 
ily keener. To win recognition a man 
will have to do one thing extremely 
well. If I were giving just one word 
of advice to a young man I should say 

—concentrate.”—Alfred Harmsworth, 
* * * 

The modern way of consumma- 
ting great creations is to divide 
them into parts and employ spe- 
cialists to concentrate on each 
part. The method has so many 
advantages that it is now regarded 
as a truism in every science and 
profession. Yet only one adver- 
tising agency, to my knowledge, 
is employing it. That being the 
one of which I am manager I can 


speak with authority of what it is 
trying to do. 

The Derrick Agency does not 
start with the assumption that one 
man can know everything. | It 
recognizes its own limitations— 
which are those of human nature. 
No man can know even many 
things and be a success at all of 
them. The day of the “Jack of all 
trades” has past.. The day of the 
“specialist” is here. To know one 
thing perfectly is a high ambition 
and few there be who attain it. 
The Derrick Agency specialists 
are all chosen from those few. 

THE DERRICK METHOD. 

Andrew Carnegie says that the 
secret of success lies not in doing 
your own work but in recogniz- 
ing the right man to do it. This 
applies particularly to the choice 
of an agency staff. How can the 
average agent look a manufactur- 
er in the eye when he offers him 
service? Who is to give it—he, 
himself? In most cases, the man 
who secures the account is the last 
man fitted to handle it. He is no 
more at home with the ins and 
outs of preparing copy, planning 
display, etc., than Andrew Carne- 
gie would be if asked to lay all the 
stones of one of his own libraries. 
Whether or not that campaign is 
a success depends primarily on the 
men around him. How well does 
the agent know how to choose 
them? 

+ * * 

Take the question of mediums. 
To know rates thoroughly, a man 
must give up his best years to 
studying them. Our “rate-man” 
has done so. To cover the foreign 
field with distinction, the foreign 
agent cannot keep plying back and 
forth between New York and 
London. He must take up his 
residence in London. Mr. Der- 
rick moved there last Fall. To 
write convincing technical matter, 
a man must have a technical mind. 
The dry-as-dust mechanical de- 
tails must to him have absorbing 
interest. Our “technical” man 
would rather talk machinery than 
any other subject on earth. On 
the other hand, to convince 
women, the copy-writer need not 
know the difference between a “di- 
rect” and a “shay-geared” loco- 





























motive; but he must have an inti- 
mate knowledge of the workings 
of the feminine mind. And as a 
straight business proposition I 
may say that no man should be 
permitted to attempt a line of copy 
naturally uncongenial to him, If 
your staff rejoices in a Heidelberg 
man with a knack for medical 
copy, don’t force him to write on 
corsets. If your “food-stuff man” 
can turn out copy that makes the 
mouth water—cherish him—don’t 
ask him to “see what he can do 
with this locomotive proposition.” 
It may not kill the man, but it cer- 
tainly will the copy. If you 
haven’t the right man for the ac- 
count, better not have the account. 
* * ¥ 

There are some lines of goods 
that should never be handled by 
anyone but a woman. The 
woman’s touch is needed. Not 
every advertising woman can give 
it, but a certain rare few can. If 
Fate blesses you with one of these, 
don’t wither her by telling her that 
she hasn’t the “masculine point of 
view.” Let her write as she feels 
and rejoice in the fact that, as a 
rule, she feels right. Otherwise, 
she will try to do a man’s work, 
and make a dismal failure of it. 
The laws of natural fitness refuse 
to be defied by even an advertising 
agent. 

* * 

Roughly then, these are the 
principles that have governed the 
“Derrick Agency of Specialists.” 
None but “picked” men and 
women—and keep them happy 
when you get them. Let them do 
the work they are fitted for and 
thoroughly enjoy; let them do it 
all the time, and do it unhampered 
by lines with which they have no 
sympathy. The result is skill and 
effectiveness in a very high de- 


gree. 
* * * 


Take the matter of artists. The 
average agency will maintain one 
“wash” and one “pen and_ ink” 
man and let it go at that. This is 
just about as logical as for a 
magazine to maintain a staff of 
two contributors—one to write 
poetry and one to write prose. 
Commercial art is becoming more 
and more complicated, Closer spe- 
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cialization is as urgent as the call 
for more distinctive work. No 
artist can excel in all lines. The 
out-door man is not at his ease 
with still-life. The pen and ink 
man who makes stunning borders 
will disappoint you in studies re- 
quiring action. The silhouette 
specialist is at a loss when asked 
to draw a stylish woman. These 
artists are all best on some special 
line. We desire them on that line 
only. There are nine hundred and 
ninety-nine “photographic ex- 
perts” to the one = can get a 
child in his studio and catch “the 
smile-that-won’t-come-off.” That 
thousandth man is the only one 
who can get behind the grating in 
the Derrick Agency. 
* 


It is needless to say that all this 
costs money. Has the end justi- 
fied the trouble and expense? 
Well, our clients seem to think so. 
Starke Service is already some- 
what celebrated, and since the last 
division of our forces, we believe 
the Derrick Agency is in position 
to give better service than ever 
before. 


i 
One of the best mail-order booklets 
that the Little Schoolmaster remembers 
coming from England is a fifty-six page 
brochure from Martin Bros., 25 Cheap- 
side, London, showing in natural colors 
a variety of cigars, cigarettes, tobaccos 
and smokers’ articles for mail trade. 
The information enables readers to form 
very accurate ideas of color, strength, 
size and flavor, and makes selection as 

easy as in Martin Bros.’ shon. 





The Liar is a new monthly magazine 
published at Traverse City, Mich. 
Wilber G. Campbell, the editor, believes 
that there are enough liars in the coun- 
try, to warrant having a magazine all 
their own, and is confident that his 
publication will eventually attain a cir- 
culation of 8,000,000. Sample copies are 
now being mailed to the circulation man- 
ager of every newspaper in the United 
States, 








A SMALL but very clear and forceful 
booklet describing bean-picking machin- 
ery is sent out by the Miller Company, 
Vassar, Mich. 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of #0) County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 152,062. 
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OCCUPATIONS IN THE UNI- 
TED STATES AND THEIR 
BEARING ON AD- 
VERTISING. 


Advertising—though a science— 
is not one of the so-termed exact 
sciences. It can, nevertheless, be 
brought to such a degree of exact- 
itude as should minimize uncer- 
tainty of results, if not entirely 
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He who advertises 
now has for a beacon-light the 


eliminate it. 


experience of thousands who, 
through the means and methods 
employed by them, respectively, 
succeeded or failed in their en- 
deavors. 

The beginner must first consider 
for whom are his wares—that is, 
who are their probable buyers. He 
must then determine what class of 





NUMBER OF PERSONS ENGAGED IN PRINCIPAL SPECIFIED OCCUPATIONS, 














29,285,922. 
I. “ieebige PURSUITS, 10,438,219. 
Agricultural laborers......... 459,346 Stock raisers, herders and 
Dairymen and dairywomen... — 10,931 DPGMEN. - obhabsbedancewoeus ‘ 85,469 
Farmers, planters and over- Turventine farmers and 
DD chistpshsbeeeaheuans es 5,681,257 rer ree - 24,737 
a florists, nursery- ee Serer eee 36,265 
NR BER s cicaxadoraccdoecccce 62,418 Other agricultural pursuits.. 5, 
Lumbermen and raftsmen.. 72,190 
II. PROFESSIONAL SERVICE, 1,264,737, as follows: 
—. pean showmen, Engineers (mining)...... ; 2,908 
Phe bien Shou eton aes 34,923 Journalists ... ° 30,098 
aschivicts.” desi g ner * BARI POUR. 2 6040000000000 050005 114,703 
draughtsmen, etc.......... wy 560 Musicians and teachers of 
Artists and teachers of art.. 4,902 DT Sehuboos Gu whees 60 00b.6 92,264 
Authors ¢erd scientists........ 3 058 Officials, national............ 40,595 
Chemists, sssayers, metal- MOEN, GUE os sicwnc -vovesce 4,345 
oO SE ee ence 8,887 Officials, county and city.... 45,350 
rrr ° _ 942 Physicians and surgeons...... 140,415 
rere oe BEB BUPveyars ..c.ccccccoccccoses 6,034 
Electricians ...... covcccccce e 50, 782 Teachers and professors in 
Engineers (civil) ...0.-sesee. 20, 153 colleges, etc..... papdesasen’ 446,797 
Engineers (mechanical and Not specified..... TT YET pee 5,714 
electrical) .....cc.sssecesecs 14,440 
III. DOMESTIC AND PERSONAL SERVICE, 5,691,746 
Barbers and hairdressers..... 131,383 Longshoremen ............... 20,934 
Bartenders ......ccccscocsece 88,937 Launderers and laundresses.. 387,013 
Boarding and epee’ house Nurses and midwives........ 121,269 
keepers .... 71,371 Policemen, watchmen and de—- 
Bootblacks 8,243 ce ay, MOET PE ° 116,615 
Firemen (Fire Department).. 14,576 Restaurant keepers........... 34,023 
Hotel—keepers .....cccccccecs 54,931 Saloon-keepers .........eee0. 83,875 
Housekeepers and stewards.. 155,524 Servants and waiters......... 1,565,440 
Hunters, tranpers, guides and eR nr ee rae 5,714 
DS a duabincs weede x¥eeba> 11,840 Soldiers (U. 8&.)...cccccccccce . 103,902 
TANITOTS ...ccccccccccccscscs 51,226 Sailors and marines (U, §S.)... 22,842 
Laborers (not specified).....- - 2,619,486 Not specified........see.s0. ee 23,422 
IV. TRADE AND TRANSPORTATION, 4,778,233 
— insurance, real estate, Produce ont provisions. . 34,194 
$pREs. 365405086566 b0 46006 241,333 _ oO” Sa rie 366,457 
pe MEST IE ee Tee Pe 2,813 Merchants and dealers (whole- 
Bankers and brokers......... 73,384 SD dob eesnh ss sae sacees kbs 42,310 
Bookkeepers and accountants. 255, 526 Messengers and errand and 
Clerks and copyists........... 503,721 oftice "boys a wikis ea seed oom 71,695 
Commercial travellers. 92,936 — cacriers and news— 
Decorators, drapers and A a I Caen Agence 6,904 
dow iressers.. . 3,053 omelals of banks and com- 
Foremen and ov erseers, ‘stable, EE san 40b0 08402 od00:08 wa 74,246 
SE rs 55,503 Packers and shippers......... 59,769 
Ree 65,381 Porters and helpers (in 
Hucksters and peddlers. . 76,872 Se MD cnr cinascedecee 54,274 
Livery-stable kcepers.... ; 33,680 Salesmen and saleswomen.. 611,787 
Mail letter carricrs........... 28,378 Sailors, boatmen, pilots..... ° 1,024 
Merchants and Soolers (retail) 792,887 Steam railroad employes.. 582,471 
ugs and medicines....... 57,346 Stenographers and type— 
Dry goods, ees sate and DEL. Sthenewinccnceeeseen 112,464 
PE cs¢vnnsvieadce sone 45, and Street railway employes..... 68.938 
SD SG accas see sereaoe 156,557 —- and telephone lines 
Liquors and wines.......... 4) a" SR i earn 14,765 
Boots and shoes............ 15,239 Telegrapi and telephone oper- 
Cigars and tobacco......... ES a Ds Swheek so hwaan co 75,080 
Clothing and men’s fur- U ehereainiy (shbesscaeuseus 16,200 
WOME «ccc cccccessoccce 18,097 Weighers, ——— ss meas— 
Coal and WO0d........e00 e 20,866 urers .. 6,670 
General store ....seeseeeees 33,031 Not specified. 34,056 
Lumber . ..s+.+s- 16,774 
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Vv. MANUFACTURING AND MECHANICAL PURSUITS, 7,112,987 


BUILDING TRADES, 
Carpenters and joiners (in- 





cluding ship carpenters).... 602,741 
Masons (brick and stone)..... 161,048 
Painters, glaziers and varn- 

TEROTE cccces 277,990 
Paper-hangers 22,004 
0 aa een 35,706 
Plumbers and gas and steam 

DE nedeescensheeses 006 97,884 
Roofers and slaters......... 9,068 
Mechanics (not otherwise 

TONY. ib:nc es dae ceeessisé 9,437 


LUMBER AND ITS MANUFACTURES. 
Cabinet makers and — 


manufacturing employes.. 58,719 
aa ‘ 37,226 
Piano and organ makers wsene 6,220 
Saw and planing mill em- 

Aerie 161,687 
Other woodworkers........ wa 82/390 


METALS AND METAL PRODUCTS 
OTHER THAN IRON AND 
STEEL 
Brass workers. 
Clock and watch. makers ‘and 


26,760 
















CHEMICALS AND ALLIED PROD- POATEOE a occ 8ews os cieciescas 24,188 
UCTS. Copper workers. 8, 
Ol, well and oll works em- a gy aa 
A one 24,626 , 
Other ‘chemical workers. ..... 14,814 diteae ee dais Stee mS = 
CLAY, GLASS AND STONE PROD- Other metal workers......... 40,988 
ucTs. PAPER AND PRINTING. — 
Brick and til akers, pele 49,93 
a es On §.934 Bookbinders ....... eonceene . 80,286 
Rin 0/68 09.0 0 9 98:6 ee Os Compositors .......0.+ ons ceeig 38,849 
| ot and stone cutters. aa Engravers ... s 11,150 
MU <i aicGa0 dhas se adawaeves 6,140 Paper and pulp mill opera— i 
FISHING AND MINING, NEF Ae seat dteeencaeations 36,329 
Fishermen and oystermen.... 73,810 Printers, lithographers, and 
ee ee earre 344,292 PFESSMEN «++ eeeeeeeseeeeee 116,484 
Miners (gold ani silver)...... 59,095 TEXTILES. 
Miners (not otherwise speci- Artificial flower makers..... 2,775 
MD Sevsccaecccnes eeecceece 133,010 Bleachery and dye works 
QuarryMen .....cccceee cove 34,598 ODETALIVES 2 .ccce.csccee 22,289 
FOOD AND KINDRED PRODUCTS. Carpet factory operatives. . ~— 
ore de Soa aia Seals 79,407 oon =  Gancndionn eee a oattane 
BIO «5 cw abeines 065.400,0:00 ° 114,212 Hosiery and cadechas mill 7 
Butter and cheese makers.. 19,261 operatives 47,120 
IOEOCUIGIOEG 6.0.5.0: 000.0000 00:00 31,242 g cativeme......... 54 46 
, Silk mill operatives.......... 54,460 
Meat packers, curers, and _ Woollen mill operatives....... 73,196 
—_— te eeeeeeees seeeeee pope Other textile mill operatives. 104.619 
SKsi Mawes nee bwee ae es 5 Dress Si leer epi 347,07 
Other food preparers......... 13,666 inet aan cap MGMCES: so0:e000 ap Hs 
SHON AND OTHE, AMD THM BOONE nnnesscse ce sneessess ssi'are 
af oe — CACGEEESTEUSSES «eccee. «+ seoeve . 
PRODUCTS, Shirt, cellar, and cuff makers. 39,432 
Blacksmiths ......-essceoe wad 227,076 ‘Tailors and tailoresses....... 30,277 
on oes ant workers....... pag Other textile workers......... 30,046 
team bollermakers....1...0. “88087, MISCELLANEOUS INDUSTRIES. 
ye » > > ’ oo 
ay eal r — an 12,473 Builders and contractors...... 56,935 
Tool end cutlery makers. . 28,122 Candle, soap, and tallow 
Wheelwrights ........... +e ions Ph ars cll . pe i . eeanes oF . act 4,022 
Dios deceee nied suet 8,487 Engineers anc me ) 
‘Wireworkers _ locomotive) 224,546 
LEATHER AND ITS' FINISHED Ga3 works emplo 6,955 
PRODUCTS, Glove makers .......+.. 12,276 
Boot and shve makers and re- _— — and officials, 158,123 
MATETB .ccccccccccccccvcces Sc A 5 ae tates | ateadide a ies pcbe . ° 
sharneey. and saddle makers mane ~~ Fao and quar- 17,985 
GUE GOORIES. ...00000000008 , 195 , re 
Leather curriers and tanners. 42,684 Ehotographers ..... 27,029 
Trunk and leather-case mak- Publishers of boo = 
MR ES conc auec 7,051 m.. newspap2rs : ee 
z ee aaa a ; ubber factory operatives.... 866 
LIQUORS AND BEVERAGES. Tobacco and cigar factory 
Bottlers and soda-vater mak- operatives .....c.ee se 131,464 
GTB, CCC. ....cccccccees eee 10,546 Upholsterers ......seceeseses 30,839 
Brewers and maltsters....... 20,984 Other miscellaneous 
Distillers and rectifiers...... ° 3,145 ee 507,521 





mediums reaches those probable 
buyers, and from these he must 
make careful selections; he must 
consider the season of the year— 
when such wares are needed and 
when those interested have both 
the leisure to read and the ready 
money to buy—he must adopt that 
style of announcement which is 
most likely to arrest the attention 
of those of whom he is in quest as 
customers, Only then is the ad- 


vertiser really ready to enter upon 
his campaign, that is to say, when 
he has determined precisely : 

1. To whom he can logically 
expect to sell, 

2. What advertising mediums. 
will reach them surely and eco- 
nomically ; and 

3. How announcements must be 
framed in order to be effective. 

The statistics appended, tabulat- 
ed from the last U. S. census re- 
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ports, will greatly aid not only 
those who desire to commence ad- 
vertising, but even such as have 
by long practice acquired experi- 
ence therein. 

The manufacturer of clothing, 
whose goods are sold by retailers 
all over, and who is seeking to 
attract custom in all parts of the 
United States, must employ vari- 
ous kinds of "advertising newspa- 
pers, magazines, booklets, etc., in 
order to bring his goods before 
lawyers, actors, architects, teach- 
ers, etc. So is it with certain 
makes or brands of shoes, hats, 
shirts, etc. For articles exclusive- 
ly for the 27,029 photographers’ 
consumption, only their trade 
organs need be used, in order to 
reach them. Plumbers and gas 
and steam fitters (of whom there 
are 97,884), are likewise to be 
reached only through their trade 
organs and by means of cata- 
logues, price lists and circular 
matter, because to reach them 
through general publicity mediums 
would be circuitous and prohibi- 
tory in point of expense. 

Precision of attack is vital in 
advertising. To reach specialized 
cases, the special mediums which 
reach that class must be utilized; 
results may then be counted upon. 
The subjoined classification of oc- 
cupations, when examined, dis- 
closes very interesting features. 

In selecting a branch wherein 
advertising could be made the 
dominant arm, no article, for ex- 
ample, used solely by the 2,908 
mining engineers of the United 
States would be considered, nor 
would any utilized only by the 
few “decorators and  window- 
dressers.” On the contrary, some 
article of consumption by a class, 
large numerically, and to which 
appertain the greatest pecuniary 
possibilities, should be selected. 

Any such class is readily dis- 
tinguishable in this table. 

Over one-third of the 29,285,922 
persons registered as having occu- 
pations—to be exact, 10,438,219 of 
them—are engaged in agricultural 
pursuits, and, as incomes now 
average, are, as a class, making 
more money than any like number 
engaged in transportation, manu- 
facturing, etc., and, needless to 


say, much more than are those, 
principally residents of large 
cities, who are engaged in domes- 
tic and personal service. Our ag- 
riculturists predominate i in money- 
spending capacity as well as nu- 
merically, hence it is to be argued 
that there are, yet undeveloped, 
possibilities of wide scope for the 
successful introduction to them of 
numerous articles—both household 
utilities and such luxuries as ap- 
peal to those whose lot is cast in 
country surroundings. 

Even the most practiced adver- 
tiser who bears this in mind must 
appreciate how necessary is the 
study of this table to him, a care- 
ful perusal of which will show 
that while it is possible, for 
instance, to pretty thoroughly ad- 
vertise farm implements, seeds, 
fertilizers, and other articles 
which the farmer needs in_ his 
husbandry, by using thirty or forty 
farm papers, and while, as to ar- 
ticles which the farmer and the 
rural classes need in their house- 
holds, such as wearing apparel, or 
articles of adornment for the per- 
son or home, they can be reached 
by twenty-five or thirty mail-order 
papers, it is necessary for adver- 
tisers who cater to an equal num- 
ber of people—that is, to about 
10,000,000—to use metropolitan 
dailies, local dailies, magazines, 
billboards, street cars and other 
modes of advertising, in order to 
reach them as thoroughly as the 
rural classes can be reached 
through but two classes of papers 
—for no doubt, the farm and the 

mail-order papers constitute two 
distinct classes. 

WILLIAM Borsopt. 
eee caine, 


AN exquisitely printed book from 
Walter Baker & Co., Dorchester, Mass., 
gives a short history of the producti on 
and use of cocoa and chocolate, dealing 

with the cocoa tree and its fruit, produc- 
tion and consumption of the manufac- 
tured products, processes followed at the 
Baker works, the history of the house, 
the food value of cocoa, etc. Many fine 
old illustrations give the volume histor- 
ical interest. Imprint of the Barta 
Press, Boston. 

Se ee 


“Herp for the Business Man,” a 
small booklet from George M. Adams, 
Fisher Building, Chicago, sets forth 
briefly the assistance that can be ren- 
dered in any business by the trained 
advertising man, 
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THE “OPEN DOOR” POLICY. 


A TALK WITH THE LEADING EXPO- 
NENTS OF THE OPEN DOOR POLICY 
AS APPLIED TO THE PRESS-ROOM. 


In the Potter Building, New 
York, are the offices of two young 
men whose names are not uncom- 
mon but whose ideas are. Their 
names are Smith and Thompson. 
Their ideas are: 

1—That newspapers ought to make 
known the number of copies they 
print. 

2—That it is as easy to get business 
for a paper that isn’t afraid to let its 
circulation be known as for one that 
clings to the o'd theory that a paper’s 
circulation is nobody’s business but its 
age they (Smith & Thompson) 
will not solicit business for any paper 
that is not flat-footedly in favor of the 
“open door” so far as the door of its 
Own press-room is concerned. 

Acting in accordance with the 
ideas outlined above Messrs. 
Smith & Thompson have more 
than once refused to act as special 
agents for papers of uncertain cir- 
culation, but they have succeeded 
in securing a list of papers of 
“known circulation” that is the 
largest and, with one exception, 
the only one of its kind in special 
agentdom. 

In conversation with a reporter 
of Printers’ INK Mr. Thompson 
said: “I think the time will come 
when every paper that solicits 
business will have to make a frank 
and full statement of its circula- 
tion. The advertiser has a right 
to know what he is getting and 
sooner or later he will insist on 
that right or refuse to take space 
in a paper that declines to divulge 
the number of copies it prints, In 
no other line of advertising does 
the purchaser of space part with 
his money blindly. Imagine a 
bill-poster soliciting business and 
refusing to state how many boards 
he controls. Would the advertis- 
er in this case be satisfied with the 
assurance that no other bill- 
poster had as many boards in that 
particular city or would he insist 
on knowing exactly how many 
boards he was paying for? To 
ask such a question is to answer it, 
The newspaper that declines to 
state circulation does so by virtue 
of an antiquated custom which is 
not justified by the condition that 





exist to-day. Formerly it is prob- 
able that nobody cared much about 
a paper’s circulation because no- 
body believed in advertising as a 
business proposition. A newspa- 
per publisher through his news 
columns wielded a certain amount 
of influence in the community in 
which his paper was published and 
the business men of that commun- 
ity in order to stand well with 
him “patronized” his paper. But 
we have outgrown the days when 
an advertisement was considered 
merely as a “sop” to the publisher 
of a paper. The advertiser to-day 
buys space in a paper because he 
believes in advertising as an in- 
vestment. As long as he consider- 
ed the money spent in advertising 
as so much money thrown away 
he didn’t much care whether a pa- 
per’s circulation was big or little; 
but now that the advertiser looks 
upon publicity as a necessary part 
of his business he is beginning to 
believe that there is no good rea- 
son why he should not know just 
how much circulation he is buy- 
ing. And there isn’t. . For my 
own part if I was a general ad- 
vertiser I’d be from Missouri 
every time—you'd have to show 


me. 

“Mr. Smith and I decided when 
we went into this business to- 
gether that we would not ask an 
advertiser to do a thing that we 
would be unwilling to do our- 
selves. We felt that if our posi- 
tions were reversed we would 
want to know the circulation of a 
paper before we took space in it, 
and for that reason we agreed that 
we would not represent any news- 
paper that refused to open its 
press-room and books to us and to 
those who did business through 
us, and we have stuck to that rule. 
Yes, it is true that we have on 
several occasions refused to be- 
come the representatives of papers 
that declined to state circulation. 
We are proud of the fact that all 
of the nineteen papers on our list 
are of “known circulation,” and 
we are not willing to lower the 
standard of that list by including 
in it papers that are afraid to 
make known the number of copies 
they print. 

“I think that if newspaper pub- 
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lishers generally realized as we do 
that the number of copies a paper 
prints is not the only thing an 
advertiser considers when placing 
his business, that more of them 
would be willing to state circula- 
tion. Advertisers do not expect a 
paper in a small town to have as 
large a circulation as a metropoli- 
tan daily. It often happens that a 
paper of five thousand circulation 
covers its particular field more 
thoroughly than some other paper 
of a hundred thousand circulation 
covers its field, and the territory 
that the paper of small circulation 
covers must be reached through 
the columns of that paper. On 
our list of papers of “known cir- 
culation” we have one, the Buf- 
falo News, with a circulation of 
90,000 copies, and another, the Sy- 
racuse 7Jelegram, with a circula- 
tion of 16,500. The News prints 
more than five times as many 
papers as the Telegram, but we 
find that advertisers are as ready 
to use one paper as the other, 
since the price per thousand of 
circulation’ is about the same. 
Every paper is worth something to 
an advertiser no matter how small 
its circulation may be, but it is 
important that the circulation 
should be known so that the ad- 
vertiser may know just how much 
he is paying per thousand of cir- 
culation. When a publisher re- 
fuses to divulge the circulation of 
his paper I think it is usually be- 
cause he is receiving for his space 
a price that the number of copies 
he prints does not justify. A pa- 
per that is supposed to print twen- 
ty thousand copies and actually 
prints only ten thousand copies, 
may at the lower figure be still the 
best mediut. in its town but it is 
conceivable that advertisers would 
not continue to pay for twenty 
thousand circulation if they knew 
they were getting only ten thou- 
sand. 

‘Do I believe that from a busi- 
ness point of view it pays to state 
circulation? Yes, I do. Confi- 
dence is just as important a fac- 
tor to success in the newspaper 
business as in any other line of 
trade and the publisher that con- 
ceals his circulation cannot ex- 
pect to gain the confidence of ad- 
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vertisers. The big advertisers of 
to-day—the men whose business is: 
worth having—are no longer im- 
pressed by such statements as: 
‘Largest Circulation’ in such- 
and-such a town. The claim may 
be true but it doesn’t help the ad- 
vertiser to figure out how much 
the space is costing him per thou- 
sand of circulation. Personally I 
would rather solicit business for 
a paper that proved ten thousand 
circulation than for one that 
claimed twenty thousand but de- 
clined to prove it. Until one has 
tried it, he is not apt to realize 
how much more convincingly he 
can talk about a paper that opens 
its circulation books to the public, 
than about one that doesn’t.” 
Continuing, Mr. Thompson said 
that he didn’t believe that “knock- 
ing” a competing paper was an ef- 
fective method of securing busi- 
ness for one’s own. Advertisers 
are not interested in local rival- 
ries and the representative that 
concerns himself with the short- 
comings of some other paper, in- 
stead of expatiating on the ad-. 
vantages of his own, is not making 
the best use of his time. In the 
course of our conversation Mr. 
Thompson several times went out 
of his way to say a good word for 
papers that compete with some 
that Smith & Thompson represent 
and he several times spoke of the 
list represented by Mr. Dan Car- 
roll with as much enthusiasm as 
when speaking of his own. 
Speaking of his own papers Mr. 
Thompson said: “The Buffalo 
News heads our list with a circu- 
lation of 90,000 copies daily. It 
is a one cent evening paper and its 
circulation is larger than that of 
any other paper in Buffalo—larger 
in fact than that of any paper 
between New York and Chicago. 
The Boston Traveler is next on 
our list in point of circulation. It 
doesn’t claim to be the paper of 
largest circulation in Boston but 
it does claim and can Prove, a 
daily issue of 82,000 copies, mak- 


.ing its rate of ten and a half cents 


a line on a ten thousand line con- 
tract a remarkably low one. Like 
the Buffalo News, the Traveler is 
a one cent evening paper. The 
Memphis Commercial Appeal has 
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the largest Sunday circulation of 
any paper in the South and its 
daily issue (36,000 copies) is ex- 
ceeded only by the Atlanta Jour- 
nal. The Commercial Appeal is a 
home paper being delivered by 
carriers for fifteen cents a week. 
It is not sold on the streets. The 
St. Joseph (Mo.) News and 
Press, an evening two cent paper, 
is by long odds the paper of great- 
est circulation in St. Joseph. It 
prints 36,000 copies daily while 
its nearest competitor (a morning 
paper) claims a circulation of only 
12,000 copies. 

“The Los Angeles Herald with 
25,000 copies daily to its credit is 
a morning Democratic paper and 
divides the local field with the Los 
Angeles Times, a morning Repub- 
lican paper. The Binghamton (N. 
Y.) Press, Willis Sharpe Kilmer’s 
one cent evening paper was de- 
clared by the New York Sun to be 
one of the most notable papers in 
the United States. It is only a 
year old but has already a circula- 
tion of 22,000 copies. The New 
Orleans Jtem has a proved circu- 
lation of 21,500 copies daily. One 
other paper in New _ Orleans 
claims to exceed this circulation 
by 1,500 copies but when the As- 
sociation of American Advertisers 
sent an investigating committee to 
New Orleans the /icm was the 
only paper that would open its 
press-room and circulation rec- 
ords to them. Of the /tem’s total 
circulation four-fifths are deliv- 
ered by carriers in the city of New 
Orleans. 

“The Syracuse Telegram and 
Chattanooga News, with 16,500 
and 14,000 respectively are both 
one cent evening papers. The 
Little Rock Gazette and Norfolk 
Dispatch have 10,000 circulation 
apiece; the Savannah Press, 8,000 
and the Winnipeg (Man.) Tele- 
gram 14,000. The Chattanooga 
News, Little Rock Gazette and 
Savannah Press are the papers of 
largest circulation in their fe- 
spective fields. The most recent 
addition to our list is the Pueblo 
Star-Journal which prints 12,000 
copies daily and is the only even- 
ing paper in Pueblo, a prosperous 
manufacturing and mining town.” 

All of the fourteen papers 
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named above are believers in the 
open door policy and eight of them 
made detailed statements of cir- 
culation last year to the editor of 
the American Newspaper Direc- 
tory. Mr. Thompson said that he 
hopes the other six will fall into 
line before long. The six papers 
that failed to furnish the editor of 
the Directory with a detailed 
statement of circulation last year 
were the following: The Los 
Angeles Herald, Syracuse Tele- 
gram, Chattanooga News, Savan- 
nah Press, Pueblo Star-Journal 
and Binghamton Press, The fast 
named paper is excusable as at the 
tine the last edition of the Di- 
rectory went to press it was busy 
being born. 

In addition to their list of dail- 
ies Messrs. Smith & Thompson 
represent five weeklies—“The Big 
Five” as they call them in their 
business announcements. These 
are the Pennsylvania Grit, Wil- 
liamsport, Pa.; National Tribune, 
Washington, C.; Commercial 
Appeal, Memphis, Tenn. (the 
weekly edition of the daily Com- 
mercial Appeal); Utica (N. Y.) 
Saturday Globe and Elmira (N. 
Y.) Telegram. Mr. Thompson 
said of these that they were great 
mail-order papers, their combined 
circulation exceeding half a mil- 
lion copies (or to be exact 5§74,- 
000) while the rate was $1.65, or 
less than a third of a cent a line 
per thousand circulation. The 
Globe and Telegram, he said, cir- 
culated principally in the Eastern 
States; Grit covered Pennsyl- 
vania “like a blanket;” the Com- 
mercial Appeal covered the South 
while the National Tribune did 
not belie its name, being really 
national in character, its subscrib- 
ers—largely members of the G. A. 
R. and Spanish War Veterans’ so- 
cieties—being scattered over the 
whole of the United States. 

Cuas. L. BENJAMIN. 





Some magevialty faithful color repro- 
ductions of agates, ores, minerals and 
Indian blankets illustrate the catalogue 
of the H. H. Tammen Curio Co., Den- 
ver. The book is a seventy-two page 
price list of Western curios and novel- 
ties, and enumerates everything from 
rattlesnake neckties to souvenir post. | 
cards. Much interesting information 
about Indian manufactures is given, 
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SUGGESTION IN ADVER- 
TISING 


Fred W. Hunter. 

It seems to be a rule that no 
matter what kind of advertising is 
put out a certain amount of busi- 
ness will be the result. The ques- 
tion still remains what kind of ad- 
vertising brings the most business? 

Some successful business firms 
will tell you that they have been 
advertising their trademark for 
years and that an enormous busi- 
ness has been built up by this 
means. Others will say that de- 
scription sells goods and then back 
up their statements with their sales 
book. It is a fact that if an ad 
is written with a good description 
—a description that makes you 
imagine you can taste, smell and 
see the article described, it will 
sell goods. 

Suggestion plays a more import- 
ant part in our lives than most of 
us realize. We see somebody 
wearing a certain kind of hat and 
we want one like it, perhaps we 
buy one like it, the hat was sold 
by suggestion. We see something 
in a store window. A favorable 
impression is made, we desire it 
and buy it simply because it was 
suggested to us. Had we walked 
down the other side of the street, 
we would never have thought of 
the article and perhaps never 
bought it. 

We read of something in the ad- 
vertising section of a newspaper 
or magazine, we make up our 
minds that we want it—suggestion 
again at work. Nearly everything 
we do in this world, has its origin 
in what someone else suggested. 
Environment has probably as great 
an influence on the human family 
as heredity and the ads that we 
see about us help very strongly 
to make our environment. 

Suggestion plays upon our 
imagination first, the idea is carried 
out later. We see an advertisement 
picturing a suit of clothes and we 
imagine how we would look in 
them. We draw a_ comparison 
(perhaps unconsciously) between 
our clothes and the ones advertis- 
ed, there is where the suggestive 
power of the ad is tested. It may 
be that the suit in the ad is 
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imagined and by comparison found 
wanting. The result will be that 
no sale will be made, perhaps a 
good impression has been made, 
but a suit is not needed at the 
present time. If this is the case, 
the advertisement will probably be 
remembered later on. Possibly 
the advertisement made the reader 
aware that he needed new clothes. 
If he had not compared his suit 
with the one in the ad, he might 
have waited several months before 
having made a purchase, but by 
having compared them, he sees 
how much he needs one and an 
immediate sale is the result. 

Descriptive advertising increases 
demand, Imagine two canned 
meat advertisements, let one be de- 
scriptive and the other contain only 
the name and the trade mark, 
which one will make you hungry? 
The one that tells of a prime roast 
from a big healthy steer, put in a 
hot oven and cooked until a dark 
rich juice is ready to ooze from 
it—until it is so tender, that you 
forget you are chewing it and think 
only of how good it is; or an ad 
with a picture of a tin can and a 
trademark? 

Suggestions can be given in a 
number of ways, in advertisements, 
words may be used or pictures, but 
the combination of both is usually 
more effective. Too many adver- 
tisers do not consider the appro- 
priateness of the picture with 
enough interest. In selecting a 
picture for an ad they are often 
inclined to stretch their imagina- 
tions just enough so that the force 
of the suggestion is lost. The 
picture must tell its story in order 
to sell goods. If the idea was al- 
ways kept in mind that a picture 
is used because it describes the 
article better than words could, 
and then the strongest word de- 
scription possible used to reinforce 
the picture, many ads would be 
more effective. It would mean 
that suggestions to use the article 
would be given in two ways at 


once. 
pp 

Our Message an illustrated monthly 
business periodical of considerable force 
and interest, is sent regularly to the 
retail shoe trade on behalf of Powell & 
Campbell, jobbers, 122 Duane street, 
New York. 
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A Roll of Honor ) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this i pted from publishers who, accord- 
ing to the 194 issue of the American Sowapener Directory, nave submitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement 2s described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (#) 











These are generally regarded the peeenen who believe that an advertiser has aright 


to know what he pays his hard cash f 





ti Stload 


cost 20 cents 





Announcements under this 


lc if bove. per 
line under a YEARLY contract, $20.80 for a full year, 10 per cent PE ete % if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
wan be made, provided the pe ag? sends a statement in detail, properly signed and 


dated, covering the additiona. 
Daper Directory. 
ALABAMA. 
Athens. Limestone Democrat, weekly. R. H. 
Walker, pub. Actual average for 1904, 1,011. 


Birmingham, Ledger. dy. Average for 1904, 
20,176. £. Katz., 8.A.,N.Y¥. 


ARIZONA. 


Phoenix, Republican. Dotty average ors 1904. 
6,889. Chus. T. Logan Special Agency, 


ee AS. 

Fort Soult, aro ee In 1903 no tasue 
less than 2,750, ual average Sor October, 
Norember and December, mber, 1904, 8,646. 

Little Rock, Arkansas cansas Methodist. Anderson 
& Millar, pubs. Actual tual average 1903, 10,000, 


Little Rock, Baptist aptist Advance, wy. John 
Jeter Hurt, editor. Av. 1904, 5,118. 


CALIFORNIA. 
Fresno. Mornin "E Maroell, N.Y. & On Aver. 1904, 
6,415. LaCoste Chicago. 
Meuntain View, Signs of t Signs of the Times. 
weekly average for 1904, 27,108, 
San Franetaeo, Call, d’y and 8’y. J.D. “7-4 


els. Actual daily average for year ending 


1904, $2,282; Sunday, 87.9 947. 
or Jone, Town ges Country Journal, 
werage 1904, 9125, 
Firat three months 1908, 15,000. 


COLORADO. 
1 . Clay’s Review 3 Perry A. Cla; 
Pp k n/t 1904, (e081 0,086 ( (). i 
Denver, lost, daily. Post . Post Printing and Pub- 


lishing Co. Average for 1904, 44.577. Average 

Sor January, 1905, 46,528. Gain, 1,951. 

2” The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


CONNECTICUT. 
Hartford, Times, daily. Are 
27,647. Perry Lukens, Jr.. N. Y. 
Meriden, Morning Record and Gudition. 
average for 1904, 7,559. 


Actual 


Sor 1904, 








period, in accordance with the rules of the American News 


w Haven, Evening Destee, daily. Actual 
Wy nbn g 18,618; ‘Sunday, ii 0%. 


New Haven, Goldsmith and pe. 
monthly. Actwl average for 1903, 7,8 

New Uaven, Palladium, daily, coal Sor 
1904, 7.857. EH. Katz, Special Agent. N. Y. 

New Haven, Union. Av. 1904, 16,076, E. 
Katz, Special Agent, N. Y. 

New London. Day, ev’g. Aver. 1904, 5,855, 
——_ ye over '08,%42. H. Katz, Spec. Ad 
Agt., N.Y. 

Pe ats ag Evening Hour. Daily average year 

ending Dec., 1904, 8,217 (3). 

Norwich. Bulletin, morning. Average for 1903, 

4,988; for 1904, 5,850. “a ne 


Seymour, Record, weeny: W. C. Sharpe, Pub. 
Actual average 1903, 1,169. 


DELAWARE. 
Wilmington, Ev Eveni: Avera r- 
anteed circulation on 1904, 11-460. wees 


Wilmington, Morning News. Only morning 
paper in State. Aver. cir. 10,074 for 3 months. 


DISTRICT OF COLUMBIA. 


Washington, Ev. Star, aot. . Ev. Star News- 
. 


paper Co, Average for 1W4, 85,502 (© ©). 
National Tribune, weekly. Avera ‘or 1904, 
100,209. xs wR 
Smith & Thompson, Rep., N. Y. & Chicago. 
FUORIDA. 
Jacksonville, Metro, a’y Av, 1904, 8,760. 
E. Katz, sp. Ag., N. _™ " F 
GEORGIA. 
Atlanta, sommnnt @. Av, 1904, 48,688, Feb., 
1905, 44,811. Semi-weekly 45,86 z. 
Atlanta, News “Actual a daily ‘oo -_ 
24.280. S.C. Beckwith, Sp Ag., N. ¥. & Ci 
Augusta, Chronicle. Only mornin 
1904 average, daily 6,661; Sunday f. 4 a 
IDAHO. 
nee Besaing On ital News. Daily average 
sath . 296; . January, 19080 Fae 
ciroulation Ty 1, 1905, 4,810, 
ILLINOIS. 


Cairo, Bulletin. Daily and Sunday average 
1904, 1,945, 

Cairo, Citizen. Daily Av Average 1904, 1,196. 

weekly, 1,127. “ er 








22 
Champaign, Daily News. In January, 1906, 
no duy's issue of less than 2,8 Ov. , 


Ohieuge, Bakers’ Helper, monthly (; 
a ty Average Sor 1Ww4, 4,100 ( 


Alkaioidal Clinic, month. 8. 

ig Ce mgr. Guaranteed circula- 

jy br 000 copies, reaching over one-fourth of 
the medical prof America, 





oe. H. 


‘ession stun Of An 
Obie go. Breeders’ Gazett wo stock farm,week- 
b. Co. Actual average for 190s 
G 880; 1906, 67,257. 





Chicago. Farmers’ Voice Actual weekly arer- 
age year ending December,1904, 25,052 (e). 


Chicago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. Sur 194, 4,926 (OO). 

Chicage. ae git mee monthly. Shorthand 
and Typewriting. Actual average 1904, pe 

Chicago, Journal Amer. Med. Assoc. Wy. 
1904, 82,428. Oct., Nov., Dec., 1904, 84,814, 


Chieago. National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos. 8 mos, 1908, 6,250. 


0, Record- ‘Herald. Avera 1904, 
Por may a Sunday 199.400, ey 
Ohicago, Retailers’ conan, meety., Be 


vo naga Ape —¥ cir- 
culation 11.000. La Salle 8t., Chicago 


Kewanee, Star-Courier. vw. for 1904. daily 
8,290, wy. 1,278. Daily's Daily t's mos. '04, 8.296. 

La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1.805. 


Peorta, Star, evenings ana Sunday mornin 
Actual average ‘for 1904, d‘y 21,528, S’y 9,967. 


INDIANA. 


Evaneville. Courier, daily and 8. CourierCo., 
b. Act. av. '03,12,613 ¢ eg et 0s, 12.- 

Sd. Smith Thompson, Sp. Rep..N.Y o 7 e 

Evaneville. Journal-News, Av, 1903, Sal d 18,- 
852, for 04, 14,030.£. Katz, 8. A., N. ¥ 

Goshen. Cooking Club, month] Sor 
1905. 26.878. ‘A pereidtent ayy ned 
wires keep every igsue for daily reference. 


Indianapolis, News, dy. Aver. net sales in 1904, 
72982. 





Indianapolis, star Ave Aver. net sales 4 
ret turns ana unsold pies deducted), Beetacn, 

Marion, Leader, daily. W.B. Westiake, pub. 
Actual average for year 1904, 5.685. 

Munele, Star. Average net sales 1904 (all 
returns and unsold copies FF 28,781. 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 14s, 28,815 

Sehmeats Sun-Telegram. Sworn av. 1904, dy. 

South Bend. Tribune. bune. Sworn daily average 
#904, 6,589. Sworn average for 194, 6,589 

Terre Haute. Star. Av. net sales 1904 (all 
returusand u copies deducted), 21.288 (%). 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
werage for 1904, dy., s.06e: wy. 8.291. 

IOWA. 
Dn rt, Democrat and Leader. Larges 
guar. “city otrew'n. Sworn aver. Jan. 1906, Coes. 


Times. (Daily aver. 4904, 9.895. 
1906, 10.077, Cir. guar. ater 
dailies combin 


Davenport. 
Daily aver. Feb., 
than all other Davenport dail 


D ah. Decorah-Posten ( orwegian). 
eee Tata. don pabtarre tts 


Des Moines. Capital, daily. Lafayette Young 





ublisher, Actual ave: one 1904, 86,8388. 
Present cireulation over 88.00 roest of, any Des preets 
reulation the v 
ee absol Only evening 


newspaper utely Ps FA 

the 
Cag a Es 
advertising. 
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Des Moinea, pee, daily. Actual average for 
1904,42.620. B.D. Butler, . Butler, N. Y. aud Chicago. 
Des Moines, Wallace s Fa: eee, wy. Est. 1879, 
Actual averuge for 1904, 86.8 86.511 
Museatine. Journal, Dail Daily av. 1904, &.240, 
emi-weekly 8,089, daily, De December, 5,907, 
Ottumwa, Courier, Dail Daily average 
ember, 194, 5,192. Tri-weekly pat ny A Deo- 
ember, 1904, 7.975. 


Sioux Otey, Journal. Dy. av. for 1904 (sworn) 
21.784 av. for Dec., 1904, x nat Records 
always lore readers in its jield than of all 
other d daily papers sre combened. 


Sioux City. Tribune, Evening. 
daily, averuge 1904, teeters Jan. Fi a 


KANSAS. 
Musebincen. Hows. Daily 1904,2,964. E.Katz, 
Ye - gent, New 
Tom a, W aoa 1 School Journal, educational 
monthly. Averuge for 1904, 7,808. 


KENTUCKY. 


Lexington, Leader. Aver. 190k, afternoon 
4,041, Sunday 5,597. E idee, Speotth Agent. 


oem. Evening Post, dy. ing Post 


Eveni 
.» pubs. actual avevage for 1903, 26,964. 


yee News-Democrat. ge 1908, 
2,904. Yeurending Dec. 31, 1904, 8,008, 


yet The Sun. Average for December, 
1904, 2,96 
LOUISIANA. 


New Orleans. The Southern Buck, official 
organof Fikdom in La. and Miss. Av.’0s, 4,815. 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
A average for 1904, 1,269,641. al 





Banger. C ial. Aver for 1904, dail; 
8,991, weekly 28,887. —_ ’ 

Dover, ee is Observer. Actual weekly 
average 1904, 1,918. 


Lewiston. Evening Journal, daily. Aver. for 
1904, 7,524 (© ©), weekly 17,450 (© ©). 


Phillipe, Maine Woods and Woodsman,week!y. 
J. W. Brackett Co. Average for 1904, 8,180. 


Portland. Evening xpress. Arerage for 1904, 
daily 12,166, Sunday Telegram, 8.4¢6. 


MARYLAND. 
Raltimore, News. daily. Eveni 
lishing Co. Average 1904, 58,7 84. 
1905, 68,280. 


MASSACHUSETTS. 


Boaton, Evening msg. aes 
tea table pa; 4 per. Largest bt day ad 


Boston, Globe. Average for 1904, daily, 19%.- 
70s, Sunday, 298,868. “Largest Circulation 

Dailu of any cent paper in the United ‘States. 
400,000 poy *- circulation op | y other : red 


paper New 
orwing | and afternoon editions 9 one onee. 
Boston. Traveler. st. 1824. Actua! daily av. 
192, 78,852. In 1903,%6.666. For 1904, aver- 
age daily circulation, Anna y ies. 
keps.: Smith & Thompson. N.Y. and Chicago. 


East tg me Record of Christian Work, 
1, Aver. ir end’g 


News Pub- 
February, 











mo. —_ Dec. 31, 1903,20.250, 
Dse. 31, 104, 20.660. Over 90 per cent paid sub- 
scriptions. Puge rate, He, $22.40 flat, pro e 
Gloueester, Cape Ann N Ann News. Actual daily 
oreur Sor 1904, 6,284; December, 1904, 
North Adama, Transcript, even. Daily 
Printed 1904, 5,895. Last 3 mos., 1904, 6466.” 
Springfield, Good ,mo. Aver- 


age 1w4. 171.017. iowa varus tn 1 yd less than 
200,000 copies. ts guaranteed. 
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“The Great Daily of the Great Northwest.’’ 





Relative Worth of the Papers of Minneapolis 
and St. Paul as Decided by the Advertisers, 


Che Journal’s Great Record 


During January and February, 1905—in its fifty evening issues 
in those two months—THE JOURNAL carried 


COLUMNS 
2, 6 l 1 ADVERTISING 
Clean and Acceptable in the Homes, 


How THE JOURNAL Ran Ahead of any Other Daily or 
Sunday Papers in Minneapolis or St. Paul. 

THE JouRNAL’s splendid “First-Two-Months’-Record for tg05” 
ran ahead of the “First Two Months’ Record for 1905” of any 
other Daily or Sunday paper in Minneapolis or St. Paul, 
printing 59 issues (including 9 Sunday papers) as follows: 


18 PER CENT. MORE LOCAL, 








4 . : FOREIGN, 
220 ‘é . LAND and REAL ESTATE, 
8 . : TOTAL ADVERTISING. 





How THE JOURNAL Ran Ahead of any Other Daily in 
Minneapolis or St. Paul During First Two Months, 1905: 
70 PER CENT. MORE LOCAL, 
. FOREIGN, 
. WANT ADS, 
. TOTAL ADVERTISING. 





2 H Daily Average i 7 363 
Circulation, for February, 6 y 


WHY THE JOURNAL LEADS. 
Because it is highest, cleanest and fairest in tone, most careful 





in obtaining facts and most progressive in spirit. 

It prints everything of interest to intelligent and clean-minded 
people and caters to the best element of* people—those with the 
greatest purchasing power. 

The paper which brings the greatest results naturally receives 
the fullest share of advertising, and THE JOURNAL receives most 
advertising because it is worth the most. 

Month in, month out, year in, year out, THE JOURNAL actually 
leads all Twin City papers because it always gives most for the money. 


DAN A. CARROLL, Special Representative. 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York. (Mgr. Chicago Office.) Chicago. 
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Boston, Post A F so 1903, daily. 178,- 
BON; for 194, 211.221. ston 8 ry, 
average for 1903, 160,421: for 1904,17 664: 
Largest daily circulation for 1904 in all New 
England, whether wy pad or evening, or morn- 
ing and evening editions combi Second 
largest Sunday circulation in New "England. 
Datly — 2 vents per agate line, flat, run-of- 
nday rate, 18 cents per line "The best 
Sida bre Too in New SF Englond. 


The Boston 
Post’ s|* 
Banner 
February 








DAILY AVERAGES 
1905 


Feb., 217,792 
Jan. 211,666)” 


Feb. Gain, 6,126 


SUNDAY AVERAGES 
1905 


Feb. 185,231 
Jan. 180,535 


Feb. Gain, 4,696 


Worcester 











t Evening Post, ow: 
posto. Avera ge for 190, 12,61 





Pe ese Publique. & daily (O@). 


1904, 4,782. Gute F mch paper in 
Gnited states on Roll of Honor 
MICHIGAN. 
Santee. * — oo dy. D.W.Grandon. Ar. for 


PRINTERS’ INK 


ournal. Aver. yearend, 
Tica $4 (%). Av. for Dec 7,282 (xk) 


Grand Roptde, Evening Evening Press, dy. Average 
44,807. 


Flint, Mic’ 
Dec. 34, "0h, 6, 


1904, 


Grand Rapids, Herald. Average daily 

oa ‘nly Sunday of 1904, Pay a. morning 
and only Sunde per ran pids 
nd Preotern Ae Michigan: (pop. 750,000), 








(pop, 100,000) a 
a keon, Press an d Patriot. Actual daily 
serage Jor 1904, 6,605. Av, Feb., 1905, 7,226. 


Kalamazoo, Srenies Telegraph. Last six 
mos. 1904, dy. 9,812, Dec. 10,086, s.-w. 9,511. 
Kalamazoo, Gazette, daily, 1904, 10,811. | 
Dec.11,087. Largest circulat circulation by 4,500. 


Saginaw. Courier-Herald, daily, Sunday 
Average 1903, 8,288; February, 1905, 11,040. 


aginaw. Evening News, dail Average for 
wae i488, Feb., 195,10,1 18. a 


MINNESOTA. 


Mi poll ka Amerik kk: 
Swan J. Turnblad, pub. 1904,52,068. 
Aver. 1904, 58,086 


8t. Paul, ty x dy. 
ST. PAUL'S LEAD.- 


January, 195, 59,001. 
ING NEWSPAPER. Wy aver. wh, 78,951. 
W. J. Murphy, pub. 


Minneupolia T ribune. 
Est. 1867. Oldest Minneapolis daily. 194, 
pw arerage, 8%,9293 last quarter rd 
1904 was 92,22V: Sunday 71,221. | 
Yad Sor January, 195, was 92,99: 
net. 





Posten. 





CIRCULAT'N The Evening Tribune is guar- 
anteed to have a larger circula- 
tion than any other ee 
olis newspaper’s evening e 


GVA tion, The carrier-delivery of 
DN th? daily Tribune in Minneap- 
TEEO olis is many thousands greater 

than that of any other news- 


paper, city circulation 
by Am. News- lame exceeds 40,000 daily. The 
paper Direc- Tribune ia the reeognized 
tory. aa Ad paper of Minne- 

a. 


ony menace. Farmers’ Tribune, twice a-week, 
Murphy, pub. Aver. for 1904, 56,814. 


sueidieuaians Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78,854. Actual 
average 1904, 79.750, 


The absolute accuracy of Farm. 
Stock & Home’s circulation rating 
is guarauteed the American 

ew r pact om Circulation is 
swectically co to the farmers 
of Minnesota, the ¢ Dakotas; Western 
Wisconsin and Northern Iowa. Use 
tt to reach section most profitably. 


Minneapolis, comer gouty. Journal Print- 
9; a. Meld 


ing Co. Arer. 
January, 1905, G2. 598 s.r 1906, 6 
rte fe yaa of the 


Journal’s circulation ratings is 


guaranteed by the American News- 

Atel paper Directory. It reaches a 

AN greater number of the purchasing 
TEED Siasses and goes into more homes 


than any paper in its jield. It 
brings resul it. 


&t. Paul. Globe, daily. Globe Co., publishers 
Actual average for 194, $1, 1ws, $1,688. 


St. Paul. New: “daily. Actual average for 
1904, 86,204. ; B.D. Bu ). Butler, N. Ye and Chicago. 


&t. Paul. Pioneer-Press. Daily average for 
1904 85.090, Sunday 80.484, 


&t. Paul. The Farmer, g-mo. Rate, 35c. per 
line, with discounts. Circulation for year ending 
June, 1904, 81.500. Present average, age 


St. Paul, Voikezeitung. Actual arerage 190, 
dy. 12,685, wy. 25.687. “G8TS Sonntagsblatt ®&,640 


Winonx, Republican and can and Herald, a Aver- 
age year ending December, 1904, 4,216. 


MISSOURI. 
Clinten, Kepublican. W’y av. last 6 mos. 1904, 





1904, 4,164. . for January, 1906,4,847. 





8,840. D’y. est. Apr.,'04; av. last 6 mos.’04, 800, 
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Py “| Glo! . A 1904, 12,046. 
font . ber a greene by 
a ens City, Journal, dw'y. Average 


Sor 1904, daily 64,114, sseskly 14 199,890. 
Kansas City, World, dail Actual average 

Sor 1904, 61, 475. B. D. " Butler, N, ¥. & Chicago. 
Springfield, yo A pooh, monthly. Actual 
average for 1903, 2,888. 


&t. Joseph, News and Press. Act. daily aver. 
for 1904, 85,057. Smith & _ gene pte “0 
St. Louis, Medical Brief,mo. J. J. La 
A.M.,M.D.,ed.and pub. Av. in. a al 
genet venditor and Pu Publishee be my 1904, 
tron r an sher. ‘or 
8,080(@ 6). Eastern tern office, 69 erage Jor ; 
&t. Jont National Farmer og ty ah Stock Grower, 
monthly. Average for 5 6 average for 
1903, 106,625; average for 1904, 104, 750, 
8t. Louis. The Woman's | ib bo, Proven menthiy. 
Women and home. _ ~ 
age for 1903, 1,845,511 ctual proven quer 
cuojer 42 months 1. eri: 988. Every ber 4 
quaren ‘eed to exceed 00 copies—full 
count. mE aes a febtandite of any publication 


in the 
MONTANA. 

Batte. Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 10,617. Sworn net circu- 
lation for 1904, 18, 673. 

NEBRASKA. 

Lincoln, Deutsch-Amerikan comer eee. 

Average year ending June, 1% a 149,808. 


Lineoln., Freie Press, week weekly. pono 
for year ending June, 1904, 4 08s. 


Omaha, Den Danske Pioneer, a: Sophus F. 
Neble Pub. Co. Average for 1904, 81.628 


Omaha, News, daily. Actual average for 1904, 
41,759.’ B.D. Butler, New York and Chicago, 
NEW HAMPSHIRE. 


Nashua, Telegraph, and wy. Daily aver. 
40 ms, '04, 2,870; ‘Sotobar 04, 81696 . 


NEW JERSEY. 

Camden. Dotty Courier. Est. 1876. Net aver. 
cir Sor 4 mos. end. Dec, 31, 1908, Beet 

Clayton, Reporter, wee A. F. Jenkins, 
Pub. Actual a oer verage for 1008 2,019. 

Hoboken, Observer, daily dail Actual average 
1902, 18,097 ; Sept., 1903, 22 22.45 1. 

Jeraey City. Evening Journal. Average for 
1904, 21.106. Last 3 mos. 1904, 21,816, | A 

Newark.Evening News. Evening News Pub. 
Co. Av. for February, 1905, 159,099. 

Newmarket, reer ll Guide, mo. Stanley 
Day, pub verage for 1903, 5,125. 


Washington, , Sworn av. '03, 8,759. 
Sworn aver. 04, Rosle. ‘More actual subs. than 
any five other Warren Co, papers. 


NEW YORK. 
Albany, Journal, coming, Journal Co. Daily 
average for 1904, 18,28 
aioe. Times-Union, every evening. Establ. 
Average for 14, 80,487, 
“Retevia, News, eve 
6.487. Average 1904, 6,75 
Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 


Buffalo, Coarier, morn; a, even, W 
J. Conners. Aver. for hy oot 50,940, 
evening 82,702; inden po Bans 73,5) 


Pafiel- Evening News. Daily average 1904, 








Average 1903, 


8 
Catakill, Recorder, worer. Harry Hall, edi- 
tor. 7904 av., 8,686. Av. De ” Av. December, 8,781. 
Cortland, Domest, Fd Fridays. Fest. 1840. Aver. 
4904, 2,296. Only Dem. paper in oye 
Lyons. Republican, established Chas. H. 
ts, editor and prop. haalaton 1903, 2821. 
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Mount V: » Daily Ai 190, 
0 TE yarn OUL Ar ihe pe 


a leeber th, News. daily. Av. for 190k, 4.722, 
000 more t. , Nee Ah fr it, Gate 


New York pn 
American Machinist, * 9 construc. 
(Also European edition.) Viverage iis BOB. 


ma | & pmo Journal Est. 1863. 
average for issues, 1904, 9.871 “oo. —— 
Military paper awarded “Gold Marks.’ 


Baker’s Review. monthly. regory Co., 
publishers. Actual average ‘average for ie 1 Dud. 
Benziger’s magazine, family moothiy. pm 
ziger Brothers, Av ‘or 1904, 87,025. 
- oiroulation, 50,060. 4 a il 


Clipper, weekly (Theatrical), Frank 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (880). 





Fl Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1s 1904, 7,292. 

Electrical Review, weekiy. Electrical Review 
Pub, Co. Average for 1904, 7,868 (© ©). 

Forward, daily Forward Association. Aver- 
age for 1903, 48,241. 

Four-Track News, monthly. Actual av. git 
for six months ending am, 108,888. 
March edition guaranteed 120, 

Haberdasher, mo., i. 1881. Actual average 
1904, 7.000. Binde uit and Post 
receipts dietributed on y to advertisers. 


} ye Dealers’ M: 1s oon . 
n 1994, ave issue, » ) 
D. f. MALLET, Pub., 


253 Broadway. 
Leslie’s Weekly. 
1904, 69, OTF (Hf). 





Actual aver. year end. A 
Pres. av. Pres. Gv. over 75,000 aol Vy. 


. Leslie’s Monthl aceatnas New York. Average 
circulation for the past 42 months, 248.946, 
Present average circulation 800,169. 


Music Trade Review. music trade and art week- 
ly. Average for 1904, 5.509. 


National Provisioner. peekiy. Packing houses, 
butchers, cotton seed oil, etc. etc. 1903 av. cir. 6,402, 


Pocket List of Railroad Officials, qly. Railr’d 
Transp. Av. 1903, 17.992; 17.992; April, 1904,19,728, 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual gain over 
1903, 3,917. 


The People’s Home Journal soureal, 525.166 monthly, 

Good Lite S seu. 9 average cir- 
culations for osvai to — 
scribers. F. M. L Lupton, Publ i 

The Wall Street Journal. | oh Jones & Co. 
publishers. Daily average 1903, 11,987. 


The World. Actual aver. for 1904, Morn., gee, 
nday, "488, 484 


885, Evening, 879.785. 
. Case and ¢ mo. Law. Av. 
Sor 1904, 30.000 ; 5 uears’ ears’ average, 80,108. 
Png Gazette, daily. A. N. Liecty. 
ee for 1902, 9.097. Actual average for 
1903, 11, 62%, 1904, 12,674, 


wance sub- 


Rach 
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Syracuse, Evening Herald, daily. Herald Co. 
pub. Aver, 1904, daily 85.648, Sunday 89,16 1. 

Utica. National een Contractor, mo. 
Average for 1904, 2,625 

Utien. Press, wre —_ A. Meyer, publisher. 
Average for 1904. 14 

Warsaw. Western Soe orker. Smallest bona 
fide issue since Oct, 1, 1904, was &,00¥ copies. 


NORTH CAROLINA. 
Charlotte. Observer. North Carolina's fore- 
most n per. ae daily aver. 1904, 6,148 
semi-weekly, 4,496 
Ree 4 Biblical Recorder. weekly. Average 
S72. Averaye 194, 9.756. 


NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for April, 1904 
6.862. Will guar. 6.000 Sor year. N. Dakota’ 
BigGEST DAILY. [a Coste & Maxwell N.Y. Rep, 


Grand F orks, Normanden, weekly. Ar. for 
1903, 5,451. Guar. 6,700 after Nov, 1, 1904, 


OHIO. 
Akron, Beacon Journal. Average 1903, 8,208, 
N. Y.. 523 Temple Quurt. Av. Nov., 1904, 10,72. 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79.460: Sunday, aie 
Feb., 1905, 79,512 daily; Sunday, 67,968 


Fh any my Daily News. Actual average year 
ng Dec. 31, 1904, 4.860 (%). 


pc Republic. Ar. 1904. 10.226. 
Feb., 05,10,688. N. Y. office, 523 Temple Court, 

Washington Court House. Fayette Co. 
Record, weekly. Actual average 1903, 1,775. 


Rounsstews. Tintgse. D'y av,’04,12,020. 
LaCoste & Maxwell, N.Y. & Chicago. 


a Signal, daily, reaches 8. E. Ohio. 
antees 5,000. Average six mos. 1904, 5,814. 


Zanesville, ‘times-Recorder. Sworn ar 


rerage 
1904, 8.810 (3). Guaranteed double nearest com- 
petitur and to exceed combined competitors. 


OKLAHOMA. 

Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 88,898. 

Guthrie, Oklahoma og enn dy. and wy. 
Aver. for 193, daily 20,062, weekly 25.014. 
Year ending July 1, 03, dy. se eeee wy. 28,119, 

Oklahoma City. The Oklahoman. s90sarer. > 
8,104; Jan., '45,10,220. E. Katz, Agent, N.Y. 


OREGON. 


Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,271. 

Portland. Oregon Daily Journal. Actual arer” 
age for January, 18,542; actual average March’ 
1904, 15,204. 


PENNSYLVANIA. 
Chester, Times, ev’g d’y. Average ‘904, 7.929, 
N, Y. office, 220 B’way. F R. Northrup, Mgr. 


Frie. Foophe. weekly. Aug. Klenke, Mgr. 
Average 1903, 8,088. 





Erle. Times, a, Arer. for 1904, 14,257. 
Feb., 1905,15,264, E. Katz, Sp. Ag., N. ¥ 


Harrisburg, Telegraph. D - sworn av. Dec. '04, 
11.726. Largest ciren, in E in Harrisburg guur’t’d. 


Philadelphia, American Medicine. w AY. 
for 1902, 19.827. Av. March 1903,16.827. 


Philadelphia, Farm Journal, monthly. Wil- 
mer Atkinson Company, ublishers Average 
for 1904, 593.880. Printers’ Ink awarded the 
seventh Sugar Bowl to a eg Journal with thie 


i 
ie conarded June 25th, 1902, by 
- Printers’ ink, ‘The. Likite 
- coe aster’in the Art of 
xed « ‘Advertising, to the Farm 
“Journal After acanvassing 
aan “of merits extending over it 
7 of half a@ year, aye be 
** those published in the United & tates, ha 
ounced the one that best serves its pod 
“as an ed) and ‘or the 
“ral —. ond asan effective and on 
we IS communicating with them 
* through its ad: ising columns.” 








Philadel phia, German Daily Gazette: 
circulation a daniy A008. 8 Sunday StB98. 
Sworn statement r. books 

_ Philadelphia, Press. Dai ess. Daily average year eud- 

ing Dec. 31, 1904, 118,242 net copies sold. 


Philadelphia. Sunday School by omg panes 0 
gverane for 194, 92.518. Send f 
The Religious Press A iati Ph 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


February Circulation 


The following statement shows the actual cir- 
culation of THE KVENING TELEGRAPH for each 
day in the month of February, 1905: 

16 
Ee 





FR SOmr sam wwom 
Se 


BRSELBRES 





at at et see 





NET AVERAGE FOR FEBRUARY 


147,040 copies per day 


BARCLAY BW. WARBURTON, President. 
Philadelphia, March 6, 1906. 


Philadelphia. The Grocery World. Actual 
average year ending August, 1904, 11,741. 


Pitteburg, Lator World, wy. Av. 2,0 
618. Reaches best paid class class of ieiseeese yt AR. 


Pottaville. Evening Chronicle. Official county 
organ. Daily average 1903, 6,648, 


Weat Chester. Local News. daily. W. H. 
Hodgson. Average for 1903 ie1ée 
Williamaport. Grit. America’s Grentest 

Weeki. Net paid arerage 1904, 198.758. Smith 
& Thompeun: keps., New New York and Chicago. 


Tork. Dispatch, “daily, a ‘or 1904, 
8,974. Enters two- thirds of ga 
RHODE ISLAND. 


Pawtueket. Evening Times. Average dail 
for 1904, Sa 50 sworn . 











Pro Journal, 17,290 (@©). 
Py rg ‘Te (Or ). Evening Bulletin ese 886 
average 1904. Providence Journal Co., pubs. 


Weaterly, Sun. Geo. H. Utter, pub. Avera, 
1904, 4,430. f Ouly daily in 8o. Bhode Island. . 


SOUTH CAROLINA. 
Oharlesten, Evening Post. Actual dy. aver. 
for fourth 3 mouths 194 4.008, 


Columbia, State, —- coment pln: —~, 


taily 8,164 cones‘ per issue; 

2-241, Sunday 9,4 Sb. ‘Act. aver. for for last 

siz months of 1904, daily 8,626; Sunday 9,912. 

&2 The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 

person who successfully controverts its 

accuracy. 
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The Philadelphia 


Bulletin’s Circulation. 


The following statement shows the actual 
circulation of ‘The Bulletin’? for each day 
in the month of February, 1905: 





Eee ssid 210,268 | 15....,. 224,152 
eee 204,661 | 16..... 223.214 
Bocce Awe |, Mleses es 222,980 
Ms cack 1 Seems 225,071 
5. .Sunday 19. .Sunday 
Sees ROY WO. 3 219, 182 
Toccese OG | Ske coe. s 222.657 
ae 209, Ms s-eciess 204,919 
BOO ia JN Jian Ue: ne 222.904 
i iooe 218,001 | 24... .. 220.041 
it ae 215,681 | 25...... 222,068 
12. .Sunda, 26..Sunday 
MBS cscs 211.487 | 27...... 219,756 
Msi o6 214,977 | 28...... 219,050 


Total for 24 days. 5.163,287 copies. 
NET AVERAGE FOR FEBRUARY: 


215,136 Copies per day. 


“The Bulletin’s” circulation figures are 
net: all damaged, unsold, free and returned 
copies have been omitted. 


Wm, L. McLean, Publisher. 
PHILADELPHIA, March 4, 1905. 
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TENNESSEE. 
Pay nm mid December, 4,0: ir Aver- 


gp acer "hema aes Averaee am, 11,482. 
Carries bulk Knoxville advert: 
Py Commeneins cri Appeal daily, Sunday, 
eekly. Average i 8,96 vg funday 
47.002, weekl 86.8 Y = ion & Thomp- 
son, Represenativ y. 

wine Seneca daily. Aver. ear 1903, 

8.278; for 1904 20.708. osefer ashville 
daily eligible to Roll of Honor. 

TEXAS. 

Denton. Record one a daily and 
weekly. W. C. » pao. Daily av. 1904, 
816. Weekly av, 2,775. e daily and wookty 
together reach 65 per cent of all the tax-payin, 
families of Denton County. 


El Paso, Herald. Dy. av. 1904, 4,21 i 6,911) Dec, Dec.. 
1904, 4,485. Merchauts’ canvass showed 
Paso homes. Only El = 
daily paper eligible to Roll of Honor. 


Paris, Advocate, dy. W.N. Furey, pub. Act- 
wal average, 1903, 1,827; 7904, 1,881. 


VERMONT. 
Burre, Times, daily. F. E. Langley. Aver. 1904, 
8.161. 
Burlington, Daily News, evening. Actual 
daily average 1904, 6.018 ; last 6 mos., 6,625; 
last 5 mos., 7,0 24} last mon’ month, 7,847. 


Burlington, Free Press. Daily av. '03, 5.566. 
'04,6,.682. Largest city and Siate circulation, 
Examined by Assoc’n of American Advertisers. 


VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average tor 
1902, 5,098; for 1903, 7.48 $s for 1904, 9,400. 

Richmond, News Leader, afternoons. Actual 
daily average 1904, 28,%75 (see American News- 
paper Fe taney It has no y any in pulling 
power bei ashtngton and Atla: 


Richmond. Times-Dispatch, morning. Actual 
eit average year ending Dec., 1904, 20,172. 
Toon: circulation with no waste or 
aches ion. In ninety per cent of Richmond 
homes. The State paper. 


WASHINGTON. 

Seattle, Times. Actual aver. circulation Oct. 
Nov. and Dec., 1904, 87.090 daily, 45,450 Sun- 
day. By far largest daily an daily and Sunday in State. 

Taeoma, Ledger. DU; a av. 1904, 14,5643 Sy., 
18.475; wy., 9,524. Aver. 4 mos., ending Jan. 
31, 1905, Dy. 14,696, Sy., 19,518. 8. C. Beck- 
with, rep., Tribune Bldg., N. ¥.d Chicago. 


WEST VIRGINIA. 
gy mess Sentinel, daily. R.E. Hornor, 
b. Average for 1904, 2, $20 (1054). 


Wheell News. Daily paid circw’n 9,707, 
w) ac $9. For 42 months up 


-_ ircu’n 10,8 
april, 104 Guarantees a paid circulation 
oqual to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Leader-Press evening. Actual 
average 1904,6,879. Average Dec., 1904, 6,588. 
mo et gy Evening Wisconsin, d’y. vg. Wis- 


consin Co. Average for 1904, 26,201; January, 
1905, 26, S800. 








Milwaukee, Germ hemipeene 
year end’g Feb.,’04, 238 re, B Tt a av. "04, Tuite 
Milwaukee. Journal, daily daily. Journal Co., pub, 
¥r., end. Dec., 1904, 87.170. Feb., 1905, 88,776. 
Oshkosh, Northwestern. dally. Average for 
1904, 7,281 * December, 1904, 7,426. I 
Raeine. Journal, aes. Journal Printing Co, 

Average for 1903, 8, [702 

Wisconsin A rloulturtet, 
ne, Wis 877. 


Average or 1903, week mt 181. 
IEF toon! 871254. 


4 
AN Only Wisconsin paper whose cir- 
TEED culation is guaranteed by the 
American Newspaper Directory. 
Advertising, $2.80 per inch. 


WYOMING. 
Cheyenne, Tribune. Actual daily average for 
1904, 8,986. 
Rock Springs, Independent. Weekly a 
or 1903, 1,055. First eight months 1904, t. 582. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol 
blisher. Average efor 1904, ¢: 426; average jor 

Saradre, 1905, 
Victoria. Colonist, daily. Colonist’ P. & P. Co. 
Average for 1963, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 

w nontipen. Der Nordwesten, Western Canada’s 
German newspaper, “overs the entire German 
speaking populution— its exclusive field. Aver- 
age for 12 months ending Jun June 30, 1904, 10,798. 

».. y~y Free Press, ~~ and weekly. Ar. 

pe or 1904, daily, 28,008 8 weekly, 15,801. 
Daily; February, 1905, 27,70 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual daily average for 
September, 1904, 6,806. 


NOVA SCOTIA, CAN. 


Walifax, Herald (© ©) and Evening Mail, 
Sworn circulation exceeds 16,000, Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade, monthly. Average for ‘or 1904, 6,000. 


Toronto, Evening ng Telegram. Potty. aver. 
1904, 81,884. Perry Lukens, Jr., N.Y. epr. 
Toronto. Star, daily. Average leet 4 mos. 

86,002: for February, 87.552. Largest cir: 

= of any even. ng paper published in 
ntario 


Toronto. The News. TCargest circulation of 
any evening paper published in Ontario. Arer. 
year end. Dec., ’04,88,178; for Jan., 88,295. 


QUEBEC, CAN. 
Montreal. Herald, daily. Est. 1808. Actual 
aver. daily 1994, 28, 350; 850 ; weekly, 18,886. 


as. Journal of Agi Agriculture and Horti 
culture. Semi-montbly. Average 1904, 61,43 z. 


plontvesl. La Pre La Presse Pub. Co. 
publishers. Aaewet average 1904. daily 
bods. Average February 1905, 86,187 
Montreal. Le Canada. Actual average 1904— 
daily, 19,287; weekly. 18.757. 
Montreal, Star.dv.&wy. Graham&Co. Av. 
fore dy. 55.1 23.5 rig 269 (1145). Sizmos. 
d, May 3/03, dy. av. 55,147, wy 122,157. 
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©©) GOLD MARK PAPERS@©) 





(©o) Advertiness he ml these ao ppere more for the class and gpa of their circulation than for 


the mere ea r of sonics print 
the sign ©.— Webster’s Dictionary. 


Among the old chemists go! 


d was symbolically represented by 


Out of a grand total of 23,265 publications mane | in the 1904 issue of Rowell’s American Newspa- 


Directory, one hundred and nine are distingu 
i: iained abo = 


Parks (QO), the meaning of which is expl 


— from all the others by the so-called gold 
blicati having the gold marks in the 





Announcements under this 
Directory, co 
$20.80 for a full year, 10 per cent 


st 20 cents per line per week, at > Hines (the smallest advertisement accepted) cost 
Ln dise iscount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. ©. 
THE EVENINGSTAR (©), Washington, D C. 
Reaches 90% of the Washington homes, 
ILLINOIS, 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ane bring 
satisfactory resu 


BA AKERS’ HELPER, (@ @)\ Le ©), Chicago, only “Gold 


Mark” baking Oldest, ——. best 
known. paring Joe in every State and ‘erritory, 


MASSACHUSETTS, 

BOSTON PILOT (QO), every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 

BOSTON EVENING TRANSCRIPT (©O), esta’ 
lished 1830. The only gold mi gold mark daily in a. 

MICHIGA: HIGAN. 

Grand. Rapids, Furniture Record (QO). Only 

national paper in its field. 


MINNESOTA, 


oe atte ves MILLER 


mi and trade che Se over Tr the wo ak The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 
THE POST EXPRESS (O60). Rotate, N.Y. 
Best advertising medium in this secti 
VOGUE (©), the authority on rset Ten 
cents a copy; $4a year. 364 { th Ave., New York, 
ENGINEERING NEWS(©O ).—A technical pub- 
lication of the first rank.— Tank —Sun, Pittsfield, Mass. 


HARDWARE DEALERS’ M. — 
i a MALE le Pate es Boe 
"ub. 268 Broadway, N. Y. 


a pone wERaTD Woe D (O©@). Whoever men- 
tions America’s leadin, ~ 4, newspapers mentions 
the New York HERALD 


THE NEW YORK TIMES (© ©), Times Square, 
Pa. the news that’s fit to print.” Net circulation 
district ding 100,000 copies 





daily. 


ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest largest A hot circulation. 


BUFFALO COMMERCIAL (© Desirable 
because it always produces ¢ catis' me. results, 


CENTURY MAGAZINE (© ¢ (© ©). There area few 
om ag in every community who know more 
han all the others. These people read the 

¥ MaGAZINE. 


NEW ti. .8 BS el eo ©). daily and Sun- 
day. Establis! A conservative, clean 
—_* tondate newspaper whose readers * 

n an urchasin; to ° 
grade advertiser. . enamine: 





onto. 
CCE ATE ENQUIRER ( 
— wor] deer famero Beat ‘a advertising 
medium f+ le Wes tes = 
information supplied by Beckwith, N.Y.-Chicago, 


PENNSYLVANIA, 
THE PITTSBURG DISPATCH (@60), a pome 
delivered circulation among those of classes 
with money to buy. 


THE PUBLIC LEDGER (@©O), the ONLY news- 
— admitted ae thousands of Rgpaviiaiin, 
omes. ‘Philadelp 
pay Hall and Public pt ton te Circulation grow. 
faster than for 50 years | leader in Financial 
ucational, Book, tate, prt and all 
coher classified advertising that coun 


SOUTH CAROLINA, 


THE STATE (@O©), Columbia, 8. C., reaches 
every part of South Carolina, 


VIRGINIA. 

ORFOLK LANDMARK (© ©) the recognized 
Ph in its territory for investors and buy- 
ers. Holds —- a the Association of 
American Adverti bona ade circulation. 
If you po a nme x4 to see voluntary let- 
ters from advertisers who have gotcen splendid 
results from LANDMARK. 


WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(@©), one of the Golden Dozen Newspapers. 
CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exce exceeds 16,000, flat rate. 


THE TORONTO | GLOBE (ce) 


Canada’s National News Uni States 
representatives. BRIGHT & ERREEL New York 
and Chicago. Sworn circulation 1904; 51,231, 





—_ +o 

A_Nnew form of post-card originating 
in France is one to which is attached 
a thin, transparent gelatine disk which 
bears a gramophone musical record. A 
hole is pierced through the center of the 
disk, and the post-card can be placed on 
an ordinary ‘ ‘talking-machine” and play- 
ed in the usual way. The musical post- 
card opens up an entirely new field for 
the craze. Photographs of great singers 
and composers will be accompanied by 
extracts from their works, pictures of 
national flags by the anthems of the dif- 
fcrent countries, and so on in endless 
variety. Candidates for political honors, 
instead of sending merely their photo- 
graphs to constitutents, will be able to 
accompany them with the phonographic 
records of an election dress. The 
additional cost, as compared with ordin- 
ary cards, is very slight. The disk, be- 
ing perfectly transparent, does not in 
any way interfere with the picture be- 
neath. As a novel advertising medium 
the new cards are certain to be popular, 
French champagne firms are already hav- 
ing pictorial cards printed which will 
literally sing the praises of their wares, 
—Bookseller, Newsdealer and Stationer, 
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THE WANT-AD MEDIUMS 





A Large Volume of Want B 





Newspaper in Which It Appears. 


is a Popular Vote for the 








Advertisements under this heading, from papers of the 


requisite grade and class, cost twenty cents per line per week. 


Under a YEARLY contract, two lines (the smallest advertisement 


accepted) cost $20.80 for a full year, ten per cent discount, or 


$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
more * Want” and ay 
jes combined. it 1s the 
news| rs in |.0s Angeles combin 1s 
mediam for the exe of commercial intelli- 


w = 

> : Insertion; 
worn da y average 
Sunday circulation 


copies. 





, 36.656 co) 
ly exceeds 5}, 


COLORADO. 
HE Denver Post. Sunday edition, March 5, 1905 
contained 4. classified ads, a total of 104 
columns. ‘The Post is the big Want medium 0: 
the Rocky ago region. The rate for Want 
advertising in the lost is five cents per line 
each insertion, seven words to the line. 


DELAWARE. 

ant = ary +o use the EVENING JouR- 

NAL for “ tads.” Foreign advertisers 
cap safely follow the home example. 
1 he’ Delaware the only dail: 

antees circulation is “ 

carries more fled adv 
otber Wi papers 


pr Fe OF COLUMBIA. 


Tee Washi D. C., EVENING STAR (OO) 
carries DOUBLE ‘the number of Want ADs of 
more than 


paper that 
very Evening. 
ertising | cony” 


oe 





other paper 
all Mad fy other papers combined. 
COMPARISON ANY DAY. 


ILLINOIS. 
EORIA (TIl.) JOURNAL reaches over 13.000 of 
the prosperous people of — Tilinois. 
Rate, one cent per word word each iss' 


66) EARLY everybody w who iain the Eng- 
lan . around or about Chi- 
cago, reads the News e on the 


Review. and that’s ve why the XY News is Cai- 
tory 


cago’s “‘want-ad”’ 


INDIANA. 
HE ——e -e _ po the year 1904 
T printed 207 lassified aivertion © 


ments than all other rdaslies of indianapolis 
combined, prin‘ a tol —— separate 
paid Want ads during that ti 


T® F Indianapolis Stak is ‘STAR is the Want ad medium 
of eR, it printed durin se 
year of 1904 591.313 lines of Want ads. 


Tr, 1904, prin’ 13,060 lines; the 
Sentinel —_ lines, and the Sun 2.630 lines. The 
i ‘AR accepts no classified advertis- 

ing free. The rate is one cent per word. 
HE Muncie Stak is the ‘ized Want ad 
four times as 


ing daily as all other 


medium of Seas It prin 
much classified 
Muncie Ad 





HF MARIon LEADER is recognized as the best 
result getter for waut ads. 


HE Terre Haute Star carries more Want ads 
any er Terre Haute paper. Rate, 
one cent per word. 


HE Star I of Indi 
STAR, Muncie ‘Soran and es Haute STAR; 
general offices, Indianapolis. te in each, one 
—, per word; combined rate, two cents per 
wo! 





IOWA. 

we Des Moines CaPITaL e } 
circulation in tne city of es Moines of 
pry home dally eye oy It is the want ad medium 
of Rate, one centa word. By month. 
gi per Tine, * ‘is — six evenings a week. 


arantees th 





weap 


HE Eventne Express carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘car Baltimore Nnws carries more Want Ads 
than any other Baitimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS. 
25 CENTS for 30 wert, 5 days. DaILy ENTER- 
PRISE, Brockton, Mass., carries solid page 
Want ads Circulation exceeds 10,000, 
is the — 
hey 


f(y HE Boston EVENING TRAN TRANSCRIPT 





resort ~y for New Eagiondors 
es to ont all good places listed in ‘ite adver- 
tising coli S 
‘]‘HE Boston TRAVELER publishes more Want 


advertising than any other exclusively even- 
ing —_— in its field, and Moped adv ment 
is paid for at the ae lished rates. 


pine GLOBE, daily a1 daily and Sunday, in 1904, 
ried 141,368 more “Want” ads than an, 
other Reston an toe It printed a total of 417, 
lassified advertisements, and every one of them 
wes paid for at the regular card rate, there 
were no trades, deals or discounts, 


MICHIGAN. 
T*, hn ge yee Lig go is the recognized 


an 
been for pene 7 rs. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25.000 each day over and above any 
other Minneapolis daily. its evening edition 
alone has a larger circulation in lee te 7 
many thousands, than any other eve: 
It oublishes oeebagd jumns of Want a wortise- 
ments every week at full price (average of two 

a day), no free ai price covers both 
morning and evening issues. No other Min- 
neapolis daily carries —— near the num- 
ber of paid Wanted advertisements or the 
amount in volume, 


























- 











AGINAW Covurrer-Heratp (daily), only Sun- 
day paper; result getter; circulation in ex- 
cess of 11,000; ic. word; Ke. subsequent. 


‘w‘HE St. Pau Dispatcs is the leading “Want” 

Moy overgbody in. ite cliy and torriiory, 
upon every an 0. 
more paid circulation than the other St. Pau Paul 
dailies combined; brings repiies at smallest cost. 
Circulation 1904—58,036; now 59,501. 


MINNESOTA, 
r DP per Minneapolis JouRNAL carried over fifty-six 
cent more Want ad: Cag ray. 
any other Minneapolis daily. No free 
Wants aud Pt, objec: tionable Wants. Circuiatlon 
1993 ee ae rr Ses. ; January, 1905, 67,598; Feb- 


MISSOURI. 
hig Joplin GioBe carries more Want ade 
all other gavers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, 15c. 
HE Kansas City JOURNAL (every morning 
including Sunday), one of the recog nized 
Want ad m ee of 
columns paid Wants Sundsy ; 7 4 4 éolumns 
daily. Kate, 5 centsa nonpariel 


NEBRASKA, 
HE Lincoln DatLy Stak, the best “‘Want Ad” 
mejium at Nebraska’s capital, Guaranteed 
——— exceeds 16,000 daily. Rates, 1 cent 
word. Sunday Want ads receive extra in- 
cortion in Saturday afternoon edition if copy is 
received in time. DalILv Stak. Lincoln, N 


bs a JERSEY. 
EWARK, N.J., FREIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100, Ger 
mans, One cent per word ; 8 cents per month, 
| Aee~; erty DAILY JoURNAL covers population 
Largest circulation. Brings re- 
sults. or “Want” medium. Cent a word. 


NEW YORK. 
HE Post-ExPRess is the besh afternecn Want 
ad- sodium in Rocheste 
LBANY Evenine a Fastern N. Y.’s 
best paper for Wants and classified ads. 
AILY Ano, Mount Vernon. N.Y. Great 
est Want ad in W rena 
N Binghamton the LvavEr carries la: 
ronage; hence pays best. best. BECKWITH, N. Y. 
UFFALO NEWS with over 87,000 circulation, 
is the only Want Medium in "Buffalo ana the 
strongest Want Medium in the State, outside of 
New York City. 
TT. Times-Union, of Albany, New York. Bet- 
ter medium for wants and Sagres —— 
matter than any other paper in many, 
arantees a a greater than al vier 
y papers in that city. 


DRINTERS’ INK, published weekly. The rec- 
ognized and jeading Want ad medium for 

i Want ad _— a =e Srder exmickes, —_ 
novelties, nting, typew ten circulars, 
rubber stamps, office devices. adwriting, half. 
tone making, and Ney ~4 anything which 


ness men. Classified advertisements, 20 cents 
a line per issue flat : six words toa line. Sample 
copies, ten cents. 





ONTO. 
r Zanesville the TrmEs-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville SIGNAL reaches 64 towns in 8. E. 
Ohio, also 68 rural routes; ¥c. a word net. 


VY wmerors VinpicatoR—Leadin “Want” 
per word. Largest circulation 
HE MANSFIXLD News publishes daily mo-e 
Want ads than any other 20.000 population 
ot 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


OKLAHOMA, 


4 ig — OKLAHOMAN. Okla. City. 9.401. Publishes 
more Wants than any four Okla.competitors, 





PENNSYLVANIA. 


ay gn ) Tames. Circulation over 
11,000 daily. Classified rate, 5 cents a line. 





PRINTERS’ INK, — 31 


bee Chester, Pa., Timgs carries from two to 
five times more classified ads than any 
other paper. 

—— 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
February: 


215,136 copies per day. 
“In Philadelphia nearly everybod 
reads ‘The Bulletin. aig ” 
(See Roll of Honor.) 


SOUTH CAROLINA. 
(PHE Columbia StaTE (©) carries more Want 
ads than any others. C. newspaper. 


VERMONT. 
[HE Burlington DaILy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutel; pevemeeny to 
any aavertiser in Burlington terr: 


VIRGINIA, 
HE News case, ene Lovey afternoon 
except Sunday, Richmond. Va Largest 


circulation by long odds (28,575 ar 71 year) and 
the recogni: want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


= SCONSIN. 
O paper of its class carries as many Want 
ads as the urasane TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and weekly, 
e reaches 6.500 subscribers in the million dol- 
lar Wisconsin tobacco belt, ae richest section 
of the Northwest. Kates; Want Ads—dail: ~ aR 3 
lines 3 times, 25c.; weekly, 5c. line. Big result 
from little talk. 


CANADA, 


\HE Halifax HERALD (@©) and the Mait—Nova 
Scotia’s recognized Want ad mediums. 


A a, Montreal. Largest daily circula- 

tion in Canada without exception. (Daily 

ee datardays 105,000.) Carries more want aa 
han any French newspaper i in the world. 


rp DaILy TELYGRAPH, St St. John, N. B., is the 
ad medium ot the maritime provinces. 
Largest oe and most up to-date paper of 
Canada. Want ads ove cent a word. 

Minimum charge 25 cents. 


TS Toronto DaiLY STAR is necessary to any 
advertiser who wants to cover the Toronto 





tield. Carries more general advertising than 
any other toronto paper. Sworn daily average 
circulation, February, ’05, 37,562. 


tee Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any other weekly paper in Canada. 


fag ape feature of the Toronto EvEN- 

G TELEGRAM’s classified advertisements 

is that ¢ the are all true to their headings; there 

are no fake. imrroper or doubtful advertixe- 

ments ones. This gives the Y ie perfect 

confidence in them, and next to large circu- 

lation is pe < the greatest reason why they 
bring such spleudid results to the advertisers. 


Ts Winnipeg FRRE PRESS carries more 
“Want” advertisements than any other 
daily paper in Canada and more advertisements 
of this nature th:.n are contained in all the other 
daily papers published in the Canadian North- 
weet combined. Moreover, the FREE PRESS car- 

larger volume of general advertising 
than ‘i any other daily paper paper in the Dominion. 


BRITISH aH COLUMBIA 
4 er Victoria CoLONIST covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). re “WANT” ads appear in the 
Sunday “‘OLONIST than in anv other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies ° 
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THE NEW \( 


GENERAL ADVERTISING. 


Per Agate Line. 
RUN Stn St cndivnnebcnaionondonteteabebsonsmesosie d 
Designated inside page be pew A an conten —_— 45 
— ak - , coe editorial of sec 45 
amanstnuete bas ty ay ee 
Business Notices aee “letra and Deaths)... fesdvesses 
Co mq me EDEN ed cdccccevonsccccounecegeeses sescces 40 





ige and ee ‘other than Deaths... 

Sensenebenccmpen-coanboessthencanosepagsoarsonnacpenes 4 
25 per cent. discount on Banks, Trust Companies one 
nkers’ and Brokers’ Cards on order for three in- 
ome . ae 52 consecutive weeks. Minimum 


Bank at issaliens Call) Statements soos. a 







inside pages, except editor- sie 
Sa aa 00 


THE RIGHT IS RESERVED to sefeut or to lighten any ad- 
vertisement or to limit its space. 

NO EXTRA CHARGE for cuts, display type or broken col- 
umns, except for classified ‘advert ising 


NO Y - iearaa mated taken for less than the price of two 


mw. OF PRINTED PAGE, 154x216 inches—7 columns to 
page—300 agate lines to column— 4 agate lines to an inch 
—width ore columns, 13 ems pica. 


SUPPLEMENTS. 


THE NEW YORK TIMES SATURDAY RE- 
OOKS8—Rate 30 cents per agate line. 
[210 lines to column, 4 columns to page. 

On contracts for 52 consecutive insertions, minimum peace 
of 10 lines, a discount of 10 per cent. aliowed. This d 
count applies also to additional book advertising in the 
main sheet during Sa of eye 

THE NEW YORK T S WEEKLY FINAN- 
CIAL REVIEW Rat} i Bb SRA 40 cents 
per agate line. [210 lines to column, écolumns to page.] 

ons contracts for 52 consecutive insertions, minimum space 
10 lines, a rebate of 10 per cent. allowed. 

PICTORIAL SUPPLEMENT, Sunday edition. 40 

mts per agate line. ace or time discount applies. 
{300 lines to column, 7 columns to page. Jj 








Effective A il 





When the existing ra 
YORK TIMES was¢stal 
than 50,000 daily cigtulat 
more than 100,000 dppies 
within the metropolffan ¢ 
dition a large genemfl cit 
out the country. 

The basic rate of} 40 « 
is the same as that}pf n 
New York morning ews 

THE NEW 1g 
third in the volumeé.ot 
in the City of New Yor 
in the value of circulati 
NEW YORK TIMES ay 
telligent and thouglitful 
discriminating taste }ind | 








"100,000 NET PAID CIRCULATION IN |ME' 


TrTraE NEW 





DAILY AVERAGE LINES ADVERTISING, JAN. 1897, 6,600; JAN. 1905, 15,150. 
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are CARD. 





| 


ORK TIMES 





Ajit Ist, 1905. 
_—— 

xisting rate of THE NEW 
was‘established it had less 
ly ciftulation. It now has 
900 Gppies daily circulation 
ropolitan district, and in ad- 
yenenil circulation through- 





40 cents an agate line 
that }bf nearly all the other 
ling flewspapers. 

V 1 ay TIMES ranks 
lumé.ot actual daily sales 
New York and ranks first 
' circulation, because THE 


ate 0 














POSITION CHARGES. 


Extra charges for all eral advertising requiring tion. 
5 cents per agate line ad each position required, except 
top of column, 10 cen! 

Positions may be postr as follows: 
pop of column. Bottom of column. 

Next reading matter. Following reading. 


Designated 

AGvertiogmente | ng secure position must be no less than 28 
lines in dep 

Charges for position pirerticomente are made only when 
position is REQUI 

Positions not sold on pen last, or financial pages. 

Advertisements causing BREAKING OF COLUMN RULES 
po gh less than 28 lines in depth for each column 
rule mn. 


SPACE DISCOUNTS. 


cuneed discounts for CONTRACT ge eneral advertising in main 
t used in one year is as follows: 

5 oe ap Css cccierdccccccccecscocsccesocccenevsacioge 5,000 lines. 
1 per cent. additional for each 1,000 lines up to 25,000. 25 
per cent. on 25,000 lines or more used in one year. 

An additional discount of 10 per cent. will be allowed each 
ae on space discount advertising c ntracts for local 
display advertising, unclassified, when the advertiser 
r) have used du ng the month as many lines of adver- 
tising as in any other morning and Sunday newspaper. 

A discount of 10 per cent. {s allowed to s apres discount con- 
tract advertisers on local display adv+rtising, unclassi- 
fied, of one (1) column or more, in the Sunday edition. 

ae ~ discount applies only to unclassified general advertis- 

ing and allowed only on written contracts, 


TIME DISCOUNTS. 


One Six Three One 
Rate Per Line. Year. Months. Months. Month. 
ONE concc0 re scnccedeposcccvesesce 27 80 83 ¥ 


0000000 eoveeeesses 82 34 96 38 

Once & WEEK......cecesceccecees 34 36 38 40 

A minimum of 10 lines each insertion must be used. Con- 
tract space under the time discount “ej be transiently 
increased by an addition not in excess of three times the 
minimum space of the contract. 

Time discounts apply only to a general advertis- 
ing when contracted for in writing. 

Time ga are not allowed to ‘Aisoount is given for 
space used. 








TROPOLITAN DISTRICT GUARANTEED. 
ORES. TIMES. 


“ALL THE NEWS THAT'S FIT TO PRINT.” 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 





t@ Issued every Wednesday Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On feceipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for une year each and a larger num- 
ber at the same rate, Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always ible to supply back 
numbers, if —— in lots of 500 or more, but in 
le auch cases the charge will be five dollars a 





ADVERTISING RATES : 
Advertisements 20 ones a line, pearl a 
15 lines to the inch ($3), 200 lines to ythepe we 

Yor specified ition selected by the a4 
tisers, if gran dounle price is demanded 

On time contracts the last copy is repeated 
when new cupy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year.may 
be discontinued at the peeamre of the advertiser, 
and space used paid for 

Two lines smallest 
words make a line 

anes appearing as reading matter is in- 


rata 
vertisement taken. Six 


All advertisements must be handed in one 
week in advance 

Advertisers to the amount of $10 are entitled 
° a free subs cription for one year, if demanded. 





Cuar.es J. Zinc, 
Editor and Manager. 


OFFICES: No. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


NEW YORK, MAR. 15, 1905. 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















A NEw rate card of the New 
York Times goes into effect April 
Ez 








ADVERTISING in current maga- 
zines was discussed at the recent 
meeting of the Denver Ad Club. 
A. M. Whapples spoke on the 
“Best Automobile Advertising” 
and W. E. Edwards on the “Best 
Patent Medicine Advertising.” 
The most satisfactory methods in 
advertising shoes was discussed by 
S. A. Harburg and the best sys- 
tem of advertising clothing was 
explained by J. A. Curran. H. F. 
Webb spoke-on “Best. Piano Ad- 
vertising” and-W. H. Emmons on 
“Best Tobacco Advertising.” 


THE man who never does any 
more than he gets paid for, never 
gets paid for any more than he 
does. 





THE Little Schoolmaster erron- 
eously stated last week that Chas. 
T. Logan, of, New York, repre- 
sented the Atlanta Journal in New 
York. 





TruTH is cruel, but it is right. 
And what is right isn’t half as 
cruel as that which is wrong.— 
William Pitt Frye, U. S. Senator 
phos Maine. 





W. L. Myers, for the past five 
years on the advertising staff of 
the Springfield, Mo., Leader, has 
accepted a position with the 
Record, of Fort Worth, Texas. 

N. W. AYER & Son, Philadel- 
phia, are arranging to place the 
advertising of the Kickapoo In- 
dian Remedy Company, Clinton- 
ville, Conn. The contract will be 
for 450 inches. 








Tue Ben B. Hampton Co., 7 
West 22d street, New York are 
sending out renewal contracts to 
big city newspapers and magazines 
for the advertising of the Oxzyn 
Balm Co., of New York City. 


J. W. Scrisner & Co., Tona- 
wanda, N. Y., manufacturers of 
electrical novelties and _ supplies, 
are renewing their contracts for 
the coming year through the Ben 








B. Hampton Co., 7 West 22d 
street, New York. 
Mr. ann Mrs. Georce P. 


Rowett left New York City 
Tuesday, March 7, on the Ham- 
burg-American line steamship 
“Prinzessin Victoria Luise” for a 
twenty-four days’ cruise to Nas- 
sau, the West Indies and Ber- 
muda. 


Tue million dollar “tobacco belt 
in Wisconsin briefly touched upon 
in a booklet recently issued by the 
Gazette, Janesville, Wis., was de- 
scribed in detail in a special issue 
of that paper last May. The Ga- 
sette refers those interested in the 
Wisconsin tobacco industry to that 
issue, 
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A TWENTY-FOUR page magazine 
supplement issued with the New 
York Morgen-Journal is said to be 
the first feature of the kind ever 
published in connection with a 
German newspaper in this country. 


Tue George B. Van Cleve Com- 
pany through their London office, 
H. Powell Rees have secured the 
advertising of the Hotel Cecil of 
London. Pages and half pages 
will be used in a list of the leading 
magazines and considerable news- 
paper space. 


CIRCULATION VALUE. 


The W. D. Boyce Co., of Chi- 
cago, asserts that for every $100 
of earnings in 1904, the receipts 
from subscriptions and sales on 
Boyce’s Weeklies and Woman's 
World amounted to over $53, 
while the advertising receipts 
amounted to less than $47. 











A BUSINEssS alliance between the 
Evening News and Sunday Call, 
Newark, N. J., has resulted in the 
suspension of the Sunday edition 
of the News. Wallace M. Scud- 
der, owner of the latter, has ac- 
quired an interest in the Call, 
which is controlled by G. Wisner 
Thorne. No change in the Call is 
expected from the new arrange- 
ment. 


SHOE MEN HEAR ADVER- 
TISING SUGGESTIONS. 


Four well-known authorities on 
advertising addressed the Boot 
and Shoe Club, of Boston, at a 
recent dinner in that city— 
Franklin P. Shumway spoke in a 
general way of shoe advertising 
methods; Arthur B. Hitchcock of 
magazine publicity; Louis M. 
Hammond, of the Boston Tran- 
script of newspapers; and Louis 
Barta, of the Barta Press, of cata- 
logues and literature. The trade- 
mark was recommended as the 
prime essential in all advertising 
of shoes to the consumer, and the 
various speakers showed how dif- 
ferent mediums should be em- 
ployed to benefit the trade. A 
condensed report of the proceed- 
ings was published in the Tran- 
script, 
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Freverick A. Stokes & Co., 
publishers, New York City are 
placing newspaper and magazine 
advertising through the Ben B. 
Hampton Co., 7 West 22d street, 
New York. 





Some fertilizer advertisements 
printed in about 150 Southern me- 
diums, chiefly daily and weekly 
agricultural mediums, by the Vir- 
ginia-Carolina Chemical Company, 
Richmond, Va., show intelligent 
use of small spaces, illustrations 
and simple display, producing a 
strong effect. Five-inch single- 
column is the standard size. The 
company sells only to farmers and 
general store merchants. 


THE SHAW-TORREY COM- 
PANY. 





NEw articles of association have 
been filed with the Secretary of 
State, at Lansing, Michigan, by 
the Shaw-Torrey Company, the ad- 
vertising agency at Grand Rapids, 
Michigan. This new organization 
takes the place of and succeeds to 
the’ business of the Shaw-Torrey 
Company, Ltd., being a corpora- 
tion instead of a limited copart- 
nership. The occasion of the 
change in name and organization 
is because of the departure of 
Robt. N. Shaw, to make his perma- 
nent home in Los Angeles, Cali- 
fornia. Mr. Shaw has been in poor 
health for a year or more and last 
winter found the climate of South- 
ern California so much to his lik- 
ing that he will make that State 
his home. He will conduct an ad- 
vertising business in Los Angeles 
as a connection of the Shaw-Tor- 
rey Company of Grand Rapids, and 
already has a considerable amount 
of advertising business lined up for 
the magazines and newspapers. 
The new company is composed of 
Lucius E. Torrey, president; Robt. 
N. Shaw, vice-president; Richard 
H. Franchot, secretary and treas- 
urer. It has a capitalization of 
$65,000, with $25,000 paid in. In 
the nine years they have been in 
the field this company has been 
remarkably successful in working 
up a substantial and conservative 
business, and have many desirable 
accounts. 
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Since the stuffing of private 
mail boxes became a public nuis- 
ance in London, advertisers who 
send out circulars sometimes re- 
ceive copies back with this notice 
enclosed: 

National Association for Suppressing the 
House to House Delivery of Circulars, and 
other objectionable and gratuitous literature. 
Members pledge themselves to return same 
to the source of origin by post —uspaid—and 
to boycott the offenders. Envelopes sup- 
plied free of cost. No more dirtied steps! 
Gates banged and left open! Runaway 
knocks! Vaulting over railings to next 
house! Smearing poli brasswork, etc., 

Ce 





REMINGTON DIVIDEND. 


Publishers throughout __ the 
country during the past week have 
undoubtedly been greatly surpris- 
ed and pleased at receiving a div- 
idend of 32.8 per cent on their 
claims against the estate of Robert 
R. Remington, who formerly did 
business under the name of Rem- 
ington Bros. at 346 Broadway, 
New York. The matter has been 
pending in the Surrogate Court of 
New York for some time, and a 
great many publishers had __be- 
come discouraged at never getting 
anything.—Publishers’ Guide. 








LAXACOLA TOO. 


A petition in bankruptcy has 
been filed against the Laxakola 
Company, manufacturers of patent 
medicines at 182 William street, 
by the following creditors: Henry 
M. Earle, $500; John H. Darcy, 
$23, and the Richardson Press, 
$34. It was alleged that the com- 
pany is insolvent and has made 
payments of $1,000 to creditors to 
prefer them. The company was 
incorporated in 1900 under West 
Virginia laws, with a capital stock 
of $3,000,000, but never had any 
rating at Bradstreet’s. Charles 
Austin Bates, an advertising 
agent, became president of the 
company, and the Bates Adver- 
tising Company two weeks ago ob- 
tained .an attachment against the 
Laxakola Company for $2,363 for 
advertising and money lent. Judge 
Holt of the United States District 
Court appointed William Lesser, 
of 320 Broadway, receiver of the 
assets, which, it is said, will not 
exceed $2,000.—Publishers’ Guide. 





THE subscription book depart- 
ment of the Siegel Cooper Co., 
are placing their usual extensive 
list of magazine advertising for 
this season’s books through the 
Ben B. Hampton Co., 7 West 22d 
street, New York. 


AN ADVERTISING PUZZLE. 


Every Sunday the Northern 
Budget, Troy, N. Y., prints a pic- 
ture rebus illustrating a phrase in 
one of the advertisements in that 
issue. This phrase may be in 
either a large ad or a small one, 
but is easily found and solved. 
Readers are thus led to examine 
all advertising with some care. 
Each person sending a solution is 
also required to enclose a want ad 
for the Budget, and to the writer 
of the most original ad based on a 
genuine want is given an order for 
$3 worth of merchandise, which 
will be honored by any advertiser 
in the paper. The feature, which 
is to be continued throughout the 
year, is also made the basis for 
weekly comment on advertising 
integrity and the large part played 
by publicity in modern affairs. 


A MAINE MAGAZINE. 


The Maine Central is one of the 
oldest railroad magazines in the 
country, having been published 
regularly for thirteen years by the 
Maine Central Railroad at its 
Portland office. Appearing on the 
15th of each month, it is devoted 
to the many resorts of the State 
of Maine, and reflects, in pictures, 
description and story, the life of 
outdoors. A large edition is dis- 
tributed each year at the New 
York and Boston Sportsmen’s 
Shows, and the passenger depart- 
ment of the road, under F, E. 
Boothby, mails it extensively 
throughout the United States. A 
feature of the Maine Central is a 
tourist department that plans trips 
for any inquirer. Upon receipt of 
memoranda as to the sort of fish 
or game one wishes to find, the 
time that can be given to a vaca- 
tion and the amount of money 
that can be spent, this department 
submits schedules of trips in keep- 
ing with individual tastes and 
purses, 
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Mr. A. W. PETERSON, 


Assistant General Manager and Advertising Manager of the Minneapolis 
; “ Tribune,” 


Tue Morning Era, Bradford, 
Pa., has been purchased outright 
by David A. Dennison and Her- 
bert J. Bryan, formerly employees 
of the paper, and will be remodel- 
ed and enlarged with the aid of 
local capitalists. The Era has been 
published in its city since 1876, 
and is a newspaper of recognized 
standing in the oil country. Mr. 
Dennison, who has been editor for 
eighteen years, continues that 
function. 





Since the purchase of the Peoria 
Herald-Transcript by Charles H. 
May and F. H. Sisson, in Novem- 
ber, that paper has entered on an 
active circulation campaign, and is 
prospering. Advertising patron- 
age, too, has been materially in- 
creased, the issue for a recent Sun- 
day showing 132 columns of busi- 
ness, or more than had ever been 
carried in the history of the Her- 
ald-Transcript. Messrs. May and 
Sisson were formerly connected 
with the Mail, of Galesburg, III, 
and also with McClure’s Magazine 
and the McClure Syndicate. The 
Herald-Transcript is the only 
morning paper in Peoria. 


TO ADVERTISE LOUIS- 
VILLE. 


The Louisville Courier-Journal, 
which has steadily maintained that 
newspaper space offers the best 
medium to advertise that city in- 
dustrially, recently offered prizes 
aggregating $100 for suggestions 
on municipal advertising. The 
five successful suggestions advo- 
cated, in substance, the appointing 
of an advertising committee of 
business men, one to have charge 
of a permanent office on salary, 
the use of newspaper and maga- 
zine advertising to set the city’s 
advantages before the world, the 
co-operation of local business 
houses, commercial travelers, etc., 
and a city appropriation of from 
$10,000 to $25,000 annually for five 
years to carry on the work. The 
Courier Journal has now offered 
$500 toward a fund of $10,000 for 
maintaining a permanent office 
and advertising department, and 
the plan has been endorsed by the 
president of the Louisville Board 
of Trade, 
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THE evening newspaper has won 
out so conspicuously in Daven- 
port, Iowa, that the last of that 
city’s morning dailies has suspend- 
ed publication—the Morning Star, 
known variously the past few 
years as the Gazette, Tribune, Re- 
publican, etc. Wide circulation of 
the Chicago morning paper is 
given as the reason for suspension, 
The plant will be removed else- 
where and a new daily established. 
Davenport has two afternoon 
dailies, the Times and Democrat, 
which are said to be remarkably 
prosperous. 





OUR POSTOFFICE. 


In the endeavor to prevent 
abuses, “such regulations as the 
Postmaster-General may © direct” 
have developed and degenerated 
into an elaborate and perplexing 
system of restrictions, now so 
complex and detailed as to occupy 
24 pages of the Postal Rules and 
Regulations of 1902, arbitrarily 
applied and resulting in a petty 
interference with the periodical 
press comparable only with Rus- 
sian censorship. This bureaucrat- 
ic spirit has come to such a pass 
that well-known periodicals have 
been “held up” in the postoffice 
for days because a page of illus- 
tration or advertisement was 
slightly shorter or narrower than 
other pages, and the legitimate 
business of the country has been 
subject to incessant annoyances. 
When President Roosevelt’s at- 
tention was called to these absurd- 
idities, with an apology that such 
trivialities should be brought be- 
fore the President of the United 
States, he expressed with charac- 
teristic vigor his regret “that such 
trivialities should exist to be 
brought before the President.” 
But even the hands of a President 
may be tied by red tape, and the 
appeal found lodgment, as usual, 
in the pigeonholes of the very 
official appealed from, the statu- 
tory provision that “the Post- 
master-General shall have the de- 
termination of appeals from. the 
action of the several Assistant 
Postmasters-General” being prac- 
tically a dead letter.—Review of 
Reviews for March, 
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Britt BrorHers, the New York 
clothiers, operating four _ retail 
stores, have leased for ten years 
the store at 44 East Fourteenth 
street, running through to -Thir- 
teenth street, and will move their 
store at Sixth avenue and Four- 
teenth street to the new quarters 
about April 15. 





WORTH DOUBLE PRICE. 


Heratp PuBLIsHING CoMPANY. 

‘ Atsany, GA., Feb. 25, 1905. 
Editor of Printers’ INK: 

Knowing you to be experts on news- 
paper circulation, I am taking the liber- 
ty of imposing upon your time and good 
nature to request an opinion upon @ 
matter that has been considerably dis- 
cussed in our office. 

Albany is a little city of 8,000 or 
9,000 people. The proportion of 
negroes to white people in the city is 
3 to 1. In Dougherty County, of 
which Albany is the County seat, the 
proportion of negroes to whites is 5 to 
1, a ratio which is equaled in only a 
few counties in the State, and in the 
section of the County west of Albany 
the proportion of negroes to whites is 
95 tos. | 

Now, it is conceded that the negroes 

are not newspaper-reading people, the 
percentage of those who subscribe for 
any — being very small. Those 
who have studied the conditions here 
know that one white reader either does 
the buying or influences the buying of 
the 5 negroes who do not read. 
, The Herald is the only paper pub 
lished in Albany and Dougherty County. 
Among the 17,000 inhabitants of the 
County the Daily Herald circulates 950 
copies and the Weekly Herald 850 
copies. These circulation figures are 
small, I know, but what I am writing 
to ascertain is this: 

Do you think a daily circulation of 
1,000 under the peculiar conditions as 
above explained any more valuable to 
the advertiser than the average news- 
aper circulation of 1,000? If better, 
ow much better? 

I am enclosing self-addressed and 
stamped enve'ope for your reply, for 
which I heartily thank you in odvance. 

Very truly yours, 
J. Davis, Jr., Business Mgr. 


The above letter was shown to 
Mr. Geo. P. Rowell, who after 
reading it, stated that, in his 
opinion, if the Albany, Ga., Her- 
ald does not obtain twice as much 
for its advertising space as would 
commonly be paid to an ordinary 
paper in the North, having the 
same circulation; it is doing busi- 
ness cheaper in proportion to 
merit, influence and circulation 
than any other paper he knows of 
that is published in a Southern 
State, 
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THE CHICAGO “DAILY RE- 
VIEW.” 


An enterprise fraught with 
tremendous possibilities is the Chi- 
cago Review, a small daily paper 
adapted for national circulation 
and sold to mail subscribers at 
one dollar a year. It is under the 
control of John J. Hamilton who 
for twenty years presided over-the 
destinies of that successful Iowa 
daily, the Des Moines News. 





THE PHILADELPHIA “BUL- 
LETIN’S” GROWING CIR- 
CULATION 





The circulation of the Philadel- 
phia Evening Bulletin during the 
month of February, as stated in 
the Roll of Honor, has reached an 
average of 215,136. During the 
entire month there was not a 
single day when the figures, which 
represent the actual number of 
copies sold, were below two hun- 
dred thousand. 

This establishes a new high- 
water mark in the continuously 
rising average of the Bulletin’s 
circulation. It also constitutes a 
firm and immovable basis for the 
statement that no other newspaper 
in this city and State has ever at- 
tained a like circulation in Phil- 
adelphia for a regular daily edi- 
tion. The Evening Bulletin stands 
to-day among the six most widely- 
circulated daily newspapers in the 
United States. 

The great output of the Bul- 
letin printing machines each after- 
noon is visible everywhere 
throughout Philadelphia and _ its 
vicinity: the ocular proof of the 
figures is on every side. Their 
continuous advance from month 
to month bears witness to the ap- 
preciation of not only a vast but 
an ever-widening constituency, 





Complaints are received from 
subscribers that the weekly cop- 
ies of Printers’ Ink are either 
delivered late or not at all. The 
Little Schoolmaster considers it 
a favor to receive prompt notice 
of such occurrences as it will 
be of assistance to locate and 
remedy the trouble, 
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Tue Frank Seaman Advertising 
Agency has moved from 874 
Broadway, New York, to 41 West 
34th street, nearly opposite the 
Waldorf-Astoria. With the ex- 
ception of the ground floor, the 
entire building is occupied, includ- 
ing private entrance and elevator. 


NEW YORK “CLIPPER” 
BIRTHDAY. 


The New York Clipper began 
its fifty-third year of publication 
with the issue of February 25, and 
observed the event in a fine special 
number, containing fifty pages of 
text advertising. Many large 
half-tones of theatrical people and 
theatrical scenes were printed, and 
the issue was conspicuous for 
good color work. This special 
number took the place of a Christ- 
mas issue with the Clipper. Albert 
J. Borie, editorial and business 
manager, decided to abandon com- 
petition with the hundreds of fine 
holiday editions of magazines and 
newspapers, and bring out a spe- 
cial upon the paper’s birthday, 
when the reading public would 
have leisure to examine it. He 
believes that better results will 
thus accrue to advertisers. 








HONESTY AND GOOD FAITH. 
Tue Troy “ReEcorp,” 
Business Department, 

David B. Plum, Manager, 
Troy, N. Y., Mar. 2, 1905. 
Printers’ Ink Publishing Co., 10 Spruce 

St., New York City: 

, GENTLEMEN—You are hereby author- 
ized to print your Guarantee Star in 
the American Newspaper Directory, in 
connection with the circulation accorded 
the Troy Record, 

We enclose herewith our check for 

$100 in full payment for this service. 

It is our understanding that this 

Guarantee Star will ar in eve: 

issue of the American Newspaper Di- 
rectory, so long as we continue to make 
Satisfactory circulation statements to 


you. 

It has always been the policy of the 
Record to tell the truth, the whole 
truth, and nothing but the truth, about 
its circulation. and we are very glad 
indeed of this opportunity to make a 
further demonstration of our honesty 
an@ good faith, 

Yours very truly, 


The Troy, Record Cos ‘ 


5: FI ere 


Lonpon has a school devoted en- 
tirely to instruction in the art of 
poster drawing and designing. It 
is called the London School of 
Poster Art, and the classes are 
held in the Wellington Rooms, 
Waverley Place, N. W., under the 
direction of prominent artists. The 
instruction includes study of en- 
graving and printing processes, 
and the design of smaller adver- 
tising illustrations. 


THE “MEDICAL BRIEF.” 


Eighteen letters from pharma- 
ceutical and surgical apparatus 
houses, reproduced in fac-simile in 
a fine booklet from the Medical 
Brief, St. Louis, testify to the ad- 
vertising value of that well-known 
medical monthly. Dr. J. J. 
Lawrence, publisher of the Medi- 
cal Brief, declares that his journal 
is read monthly by more family 
doctors the world over than any 
other medical journal extant. 
Since the establishment of a New 
York office this monthly has been 
conspicuous on newsstands 
throughout Greater New York, 
and is said to have a newsstand 
circulation throughout the coun- 
try, being exceptional in this re- 
spect among medical periodicals. 
Dr. Lawrence stated recently that 
the Medical Brief’s newsstand cir- 
culation is made up not only of 
physicians who prefer to buy cop- 
ies from month to month, but that 
it is circulated thus among dent- 
ists, nurses, and members of other 
allied professions. 


PABST TRADEMARKS SUS- 
TAINED. 


Recent decisions of the United 
States circuit courts enjoin brew- 
eries in Utah, New Jersey and Al- 
abama from using the blue ribbon 
that has become a mark of identi- 
fication on Pabst beer, as well as 
the Pabst blue label. The use of 
the words “blue label’ is also pro- 
hibited in connection with beer, 
and the word “Milwaukee” in 
connection with beer not actually 
brewed in that city. These de- 
cisions are of importance because 
of their broad scope and their 
character as decrees protecting 
trademark and other rights creat- 
ed largely by advertising. 
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The Pandex of the Press is the 
rather unweildy name of a new 
magazine from San _ Francisco, 
published by the Calkins Newspa- 
per Syndicate. It is a monthly 
review of daily and Sunday news- 
papers only, giving such excerpts 
from editorials and news articles 
as will keep the reader posted on 
the newspaper comment regarding 
politics, literary matters and prog- 
ress, 





FAILED. 


The North American Advertis- 
ing Company, which was incor- 
porated in January, 1902, has 
passed into voluntary dissolution 
on petition of W. W. Seeley, who 
has been appointed receiver. This 
agency, under the management of 
F. L. Perrine, late of Hall & 
Ruckel, placed business for Sing- 
er Sewing Machines, Ingersoll 
Watches, Cortecelli Silks, Spen- 
cerian Pens and other well-known 
advertisers. Of an original capital 
stock of $200,000 only $16,800 was 
ever issued. The liabilities are 
$5,280, assets $1,757, with $6,193 
in contracts to be completed.— 
Publishers’ Guide. 











WHAT ARE YOU GOING TO 
DO ABOUT IT. 


The statement of the H. B. 
Humphrey Co., in bankruptcy, 
shows liabilities of $93,739.10. All 
of this, or nearly all of it, is due 
to publishers of the United States. 
A greater part of it is due pub- 
lishers of the weekly and daily 
newspapers throughout the coun- 
try. Do you realize that you are 
losing this money? Do you real- 
ize what every failure of an 
agency means to you? There 
is no other phase in the busi- 
ness world that shows _ such 
a condition as the matter of 
credits between the advertising 
agency and the publisher. 1904 
was bad enough; the publishers 
lost millions of dollars on’ bad 
accounts. 1905 is starting out 
with every prospect of being a 
hummer, thousands of dollars 
having already been lost to the 
publisher. Of course, much of 
this is aftermath from 1904, but 
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at the same time the record, when 
you bring it home, in itself is 
appalling, 

A. E. Duppell Agency (placing 
Dr. Charles Flesh Food), the Lax- 
acola Co., and the North Ameri- 
can Advertising Agency. These 
are some of the biggest ones right 
here in New York. Conditions in 
other cities are the same. Every 
agency that fails means a loss of 
thousands of dollars to the pub- 
lisher. Why will you sacrifice 
your space in this way, when you 
can avoid these losses and get 
cash for your space and put your 
business on a_ sound _financia! 
basis. 

In three of the above cases the 
agency has the gall to resume 
immediately under a slightly dif- 
ferent name, and the publisher 
takes them up and gives them the 
space again. 

You canont blame the agency 
when the publisher will allow such 
a condition to exist, as you will 
certainly find individuals so un- 
scrupulous as to take advantage 
of these conditions. They lose 
nothing; the publisher loses it all. 
These few failures mean thou- 
sands of dollars lost to the pub- 
lisher already and the year is only 
two months gone.—Publishers’ 
Guide. 





THIS AD IS AN EYE CATCHER—THE 
LITTLE SCHOOLMASTER DOES NOT 
SAY THAT IT IS GOOD. 


expert an his Line in the world. 





TD. 


From the New York Sun, March 
2, 1905. 


« 








42 


As recognition for their atten- 
tion to German interests during 
the St. Louis fair, Edward L. 
Preetorious and John Schroers, of 
the German Westliche Post, that 
city, have been decorated with the 
Order of the Red Eagle by Em- 
porer Wilhelm of Germany. 





THE special agents of New 
York and Boston, ranged alpha- 
betically and also according to the 
geographic distribution ‘of their 
papers, have been listed in a neat 
directory published by the Vree- 





land-Benjamin Special Agency, 
New York and Chicago. 
AFTER an existence of just 


eleven weeks the United States 
Daily, established at Detroit as a 
trading stamp newspaper, to be 
given with merchandise, has col- 
lapsed, the projectors admitting 
that the idea is fundamentally 
worthless. A plant worth $150,000 
was purchased, it is said, and the 
paper owes about $120,000. 





FOR SOLICITORS. 


PRINTERS’ INK for March 29 will 
have articies of importance to adver- 
tising solicitors. These articles throw 
light on methods—how a good solicitor 
plans and works. They are articles 
that no solicitor or would-be solicitor 
of advertising, either fora medium or 
an advertising agency, can well afford 
to miss. 

Every advertising solicitor ought to 
read PRINTERS’ INK regularly. Some 
of the men engaged in the promotion 
of advertising may have overlooked 
the excellent value of. PRINTERS’ INK 
at its present. subscription price. 
With a view to interesting every 
solicitor as a subscriber, a copy of 
PRINTERS’ INK for March 29, contain- 
ing these articles, will be mailed free 
to any advertising solicitor who sends 
in his name and address. Every 
solicitor is also invited to send the 
names and addresses of other solicitors, 
and every publisher, . advertising 
agency, advertising manager, etc., who 
directs a force of advertising solicitors, 
is likewise invited to send a list of 
names of his employees whom he thinks 
would be benefited by reading this 
issue of PRINTERS’ INK. 


PRINTERS’ INK. 


Tue R & G Corset Co., in addi- 
tion to its magazine advertising is 
doing newspaper work in various 
sections of the country through 
the Ben B. Hampton Co. agency, 
7 West 22d street, New York. 


Tue B. & B. Weekly is a small 
four-page paper published by 
Brown & Bigelow, St. Paul, and 
distributed among the firm’s em- 
ployees. This concern makes art 
calendars, leather and cloth nov- 
elties for advertisers, and _ its 
weekly gives the comparative 
standing of each traveling sales- 
man for the week. Among the ad- 
vertising specialties manufactured 
are horse covers, cloth caps, school 
bags, flatiron holders, cigars and 
tobacco pouches, horse hats, asbes- 
tos mats, coin pouches, match 
safes, etc. 





Detatrs of the advertising ser- 
vice offered retail clothiers by A. 
B. Kirschbaum & Co., Philadelphia, 
are set forth in a large booklet con- 
taining reproductions of this con- 
cern’s familiar magazine ads. To 
the retailer is furnished newspa- 
per advertising copy, often of a 
special nature, as well as street car 
cards, fashion cards, art posters, 
style books, cuts, etc. Part of this 
matter is sent from the company’s 
offices to names furnished by the 
retailer, and the latter is required 
to keep the list up-to-date to pre- 
vent waste of energy. 











THE advertiser who pays for 
space with goods really gets the 
bad end of the bargain. There are 
hundreds of the most effective me- 
diums that cannot be used on this 
basis, while those most easily won 
over are the least desirable—the 
pariahs among periodicals in some 
cases, avoided by all far-sighted 
business men. Two or three de- 
cades ago shrewd advertisers laid 
the foundations of fortunes on the 
trade basis, but to-day no desirable 
advertising medium need sell space 
on this basis. Few do. The man 
who buys space for cash never gets 
a bad bargain. The advertiser who 
conducts his operations on a basis 
of trade often plays a “sucker 


game.” 




















AN ASTROLOGER ON 
NEWSPAPERS, 


In a somwhat lengthy treatise 
on “The Newspaper, an Astrolog- 
ical View of its Offices and In- 
fluence,” Frank Theodore Allen, 
1534 Vine street, Philadelphia, en- 
deavors to show how an astrol- 
oger who is onto his job can bene- 
fit the average newspaper publish- 
er by determining what the people 
are thinking about, and as an in- 
stance of newspapers conducted 
along true astrological lines cites 
those of Mr. Hearst. His treatise 
is lengthy, but interesting. 


TO EXAMINE _ CIRCULA- 
TIONS IN ENGLAND, 


_The Advertisers’ Protective So- 
ciety, made up of prominent Eng- 
lish advertisers, undertakes to ex- 
amine on behalf of its members 
the circulation records of any 
newspaper, magazine or trade pa- 
per in Great Britain, giving there- 
for a certificate of proved circu- 
lation on the lines of the A. A. A. 
in this country. Many British 
publishers view its work favorably, 
and have signified a willingness to 
open their books for inspection. 
The society represents advertis- 
ers with an aggregate annual ex- 
penditure of about $5,000,000. Fol- 
owing is a list of members, which 
includes a number of well-known 
American firms operating in Great 
Britain: 

Scott Adie, H. Andiamio & Co., An- 
ier Chemical Co., Automatic Knittin 

achine Co., Baker Brothers, Beach 

Barnicott, M. Beetham & Sons, 
Benoist, = Bond’s Crystal Palace 
Marking Ink, Burge, Warren & Ridge- 
ly, Ltd., Capsuloid Co., Catesby & Sons, 
x. Foster Clark & Co., Clayton & Co., 
Edward Cook & Co., Ltd., John Mack- 
intosh, Ltd., Marker & Co., Martin 
Brothers, Masta Patent Pipe Co., J. N. 
Masters, Ltd., Matchless Metal Polish 
Co., Ltd., Mead Cycle Co., Natural Food 
Co., Nugget Polish Co., Odol Chemical 
Works, Old Bleach Linen Co., Oetzmann 

Co., Thomas Oetzmann & Co., Samuel 
Peach & Sons, Pearce & Sons, Raimes 
& Co., Ltd., Record Polish Co., Revolv- 
ing Heel Co., W. S. Rice, Ril Bros., 
Ltd., E. J. Riley, Ltd., Edward _Rip!ey 
& Son, Ltd., (“Pirle”); Alex. Robb & 
Co., Robinson & Cleaver, ‘“Ronuk,” 
Ltd., The Salutaris Water Co., H. 
Samuel, Richard Smith & Co., British 
Vacuum Cleaner Co., Ltd., Steedman 
& Co., Stephenson Brothers., Ltd., 
Suchards Freres, Sunbeam Bleach Co., 
td., Sutcliffe & Bingham, Ltd., A 
Symington & Co., Ltd., Symonds’ Lon- 
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don Stores, Taylor’s Drug Co., Dartry 
Dye Works, J. T. Davenport, Ltd, 
Egerton Burnett, Ltd., Fels Naptha Co. 
Globe-Wernicke Co.,  Ltd., Goodalf 
Backhouse & Co., G. W Goodwin & 
Sons, Gorringe & Co., John Gosnell & 
Co., Grape-Nuts Co., Ltd., J. G. Graves, 
Wm. ncn, A. Bk. G.. Ay of 
I. Hood & Co., Ltd., W. W. Hunter, 
Thomas S. Jackson & Sons, Jaeger’s 
Sanitary Woolen System, Ltd., Jewel 
Pen Co., Kaputine Syndicate, Thomas 
Keating, J. B. Kleinert Rubber Co., 
W. Lambert & Co., Ltd., Lamont Cor- 
liss & Co. (Mennen), Mabie, Todd & 
Bard, Trilene Co., Typewriter Co., Ltd., 
Horace Watson, Paul Weidhaas Hy- 
— Institute, G. Whelpton & Sons, 

enry Wilkes, Wright, Layman & 
Umney, Ltd., Veno Drug Co. 


LIFE INSURANCE ADVER- 
TISING., 


“Life Assurance Advertising” 
was the subject of a paper read 
recently before the Insurance In- 
stitute of Toronto, by J. K. Mc- 
Master, advertising manager of 
the Canada Life. According to the 
Toronto Star the speaker said in 
part: 

“Life assurance advertising, so called, 
will not of itself close business, but is 
the round bait which attracts the 
schools to the spot where the fisherman 
waits with his line—in this case a 
dotted one. The fact that the direct 
return from life assurance advertising 
is less than with many other ventures 
should not be taken as a discouraging 
feature. If the coveted interview has 
been obtained, if the interest of the 
prospect has ‘been aroused, or even if 
the information contained in the leaflet 
has been noted, the advertising seed 
may be considered to have been sown, 
and it remains for the agent to reap the 
harvest. A very effective campaign 
has been carried out by branch man- 
agers of one company, with which I am 
somewhat familiar, in this way: A town 
of moderate size is selected, and a 


V. series of strong display advertisements, 


supplemented by readers, is run in the 
local papers. Each display advertise- 
ment 4 a coupon which promises on 
its return, duly completed, some nov- 
elty such as a pocket or desk memo 
tablet. These advertisements bring a 
good many replies, and the names thus 
secured are handed over to the special 
staff of agents who have been brought 
to the town for this campaign. A series 
of follow-up letters and company liter- 
ature are sent out freely, and followed 
up by a personal canvass. Every life 
comenes as a staff of agents through- 
ought the country numbering a hundred 
or two with the smaller companies, and 
a great many more with the larger. 
These form a direct distributing medium 
for literature. When the agent follows 
up his literature with a personal can- 
vass he will find the greater part of 
his work done. He will not be required 
to enter into lengthy a of 
contracts and companies, but can con- 
centrate his effort on closing the risk.” 
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SELF ADVERTISING FOR 
TRADE PAPERS. 


By Emerson P. Harris. 


The publishers and solicitors of 
the leading trade paper to-day are 
dead in earnest in marketing their 
papers and their space. The sub- 
scription canvasser is dead sure he 
has a paper which will benefit the 
subscriber far beyond its cost, and 
the advertising solicitor does not 
entertain the slightest doubt of the 
great profit to be made by the 
wise use of his space. But the 
salesman by personal magnetism 
gets orders from customers who 
are not intellectually convinced of 
the merits of their purchase. But 
when a man buys he don’t know 
why; he uses. his purchase; he 
don’t know how. He is not so 
likely to use space or paper intelli- 
gently and so become a satisfied 
and permanent customer. 

The problem of the publisher is 
not to get subscribers but to make 
readers; not to get people to take 
an advertisement but to educate 
them to do business on the adver- 
tising plan. 

Now advertising does the re- 
verse of what the salesman does, 
if good. It tends to convince the 
customer, but perhaps does not 
cause him to act, so the plan 
would seem to be to use advertis- 
ing to enlighten and convince the 
solicitor, with eloquence and per- 
suasion to bring the customer over 
the dead center of inertia. 

It will pay to do much more cir- 
cularizing to educate readers to 
read trade papers. 

I have in mind seven technical 
papers doing together an advertis- 
ing business of about $1,500,000 on 
a paid circulation of about 100,- 
000. That means that the adver- 
tisers are paying ($1,500,000 + 
100,000 = $15) fifteen dollars per 
year to reach each subscriber. In 
other words, if those big papers 
are really earning their advertisers 
the money they are getting, every 
subscriber added would justify an 
added advertising revenue of $15. 
There is, therefore, an immense 
incentive to add readers. It seems 
to me there is no better way to do 
this than to systematically send 
out prospectuses and _ circulars 
urging the utility and value of the 


paper to the reader. Of course 
there are fields where this is hard- 
ly feasible, but with most trade pa- 
pers it is entirely practicable. Pre- 
pare the reader before he gets the 
paper. In fact it would often be 
useful to advertise to the people 
who already take the paper to 
make them better readers. 

The possible advertisers of the 
trade papers are most always few 
enough and well enough known so 
that it will pay to circularize them 
if there is no advertising paper 
reaching them. 

It would seem that this adver- 
tising should be brief but should 
come often and regularly. 

If the arguments in favor of a 
systematic and wise use of space 
are strongly enforced before the 
solicitor gets in his closing work 
the advertiser is likely to be start- 
ed in a much more comprehensive 
and well thought out plan, and 
carry it to success instead of get- 
ting tired at the outset. 

Above all the advertising pub- 
lisher convinces his people that he 
believes in his own wares, 


THE NEW YORK “EVENING 
POST.” 





The New York Evening Post 
has purchased property at 20-24 
Vesey street, facing St. Paul’s 
churchyard, and intends to build 
a modern home thereon. Con- 
struction will not begin until May, 
1906, however. The Evening 
Post’s decision to remain down- 
town is of especial interest in view 
of the recent removal of the Times 
and other newspapers uptown. 
The management believes that for 
a high-class evening newspaper a 
downtown location is still essen- 
tial. The new home will be the 
fifth in the history of the Evening 
Post. It began its career in 1801 
at No. 40 Pine street. In 1840 it 
was at No. 27 Pine street, in 1849 
at the corner of Liberty and Nas- 
sau streets, and since 1876 it has 
occupied part of the present 
Evening Post building, Broadway 
and Fulton streets. No. 20 Vesey 
street passes out of the Greenwood 
family, to which it has belonged 
since 1790, the date of the last 
transfer. At that time it was sold 
for one thousand pounds, 
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ON PROBATION. 


The circulation department of 
the Herald, Oakland, Cal., has a 
practical method of getting new 
subscribers. Boys who carry the 
Herald on regular routes are given 
a gun-metal watch, cost $2, for the 
names of five people who do not 
take the paper, but who ultimately 
subscribe, or twenty cents apiece 
is paid for each subscriber. The 
carrier fills out a blank with ten 
names and addresses, naturally 
chosing good prospects. Then, for 
one week, the Herald is delivered 
to the prospect, each of the seven 
copies being put in a wrapper of 
different color, bearing a_ short 
argument for the paper as a clean, 
newsy, home journal. 





THE MANILA, P. I., “BULLETIN.” 
Mant1a, P. I., Feb, 2, 1905. 
Printers’ Ink Pub, Co., Publishers of 

Rowell’s American Newspaper Direc- 

tory: 

Inclosed is a certified statement of the 
circulation of the Daily Bulletin of 
Manila, P. I., tor the six. months end- 
ing Dec. 31, 1904. The Daily Bulletin 
was founded in 1899 and has been pub- 
lished by the present management since 
that date. Our circulation, after the first 
year of our existence, has never been 
below a thousand copies, but we did not 
keep an accurate account.of our daily 
output until Tuly 7, 1904, when we 
began an account in order to be rated 
in your valuable Directory. We are 
sorry we cannot furnish a full year's 
statement, but we wil furnish another 
six months’ statement the latter part of 
June this year. 

The Daily Bulletin is published every 
day in the year except Sundays and 
legal hotidays. It is the only com- 
mercial newspaper in the Orient. The 
Bulletin is found in the offices of al- 
most every merchant_and professional 


man throughout the Philippines ard is 
the only paper subscribed for bv the 
different government offices in Manila 
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and the Provinces. Our articles and 
editorials are printed in Spanish as 
well as English. 

We have the honor to request that the 
“gold mark” be awarded this paper on 
aécount of the quality of our circula- 
tion as certified to below. | 

Manila is a commercial city and the 
government seat of the Is!ands. The 
population of Manila (Official Census 
1903) is 219,928. Out of this popu- 
lation there are about 20,000 American 
and foreign residents, The majority 
of the Filipinos and Chinese population 
do not supscribe for or read any news- 
paper, either Spanish or English. Out 
of the population of about 20,000 white 

ople about seventy-five per cent fol- 
ow commercial pursuits, the other 
twenty-five per cent are government 
employees. There are absolutely no 
retired capitalists, etc., among the white 
population. As fast as a white merchant 
retires from business he goes to Bu:ope 
or America. The only railway in the 
Islands is a short line from Manila to 
Dagupan, a distance of about one hun- 
dred miles, consequently everybody re- 
ceives his freight, etc., by steamer and 
for that reason everyone is interested in 
shipping news. The Bulletin is sub- 
scribed for by two-thirds of the govern- 
ment offices for this reason, while the 
merchants take the’ Bulletin for both 
the commercial and shipping news which 
it contains. The editorial policy of the 
Bulletin is to help the merchants and 
to advertise the Phi:ippines. For the 
latter purpose we publish a large special 
edition once a year, a copy of our last 
issue we are sending you under sepa- 
rate cover. 

Any manufacturers who wanted to 
reach the trade in the Philippines would 
find no paper that would reach more 
merchants than the Bulletin, and any 
advertiser wanting to reach the male 
population of Manila would find that 
an ad placed in the Bulletin would 
bring him the best results possible. Ad. 
vertisements tor ladies’ articles would 
not bring results in this paper. 

The largest circulation claimed by 
any Manila daily is eighteen hundred 
copies and we inclose the first signed 
statement of circulation made by any 
Manila publication up to this time. 

Very respectfully, 
TueE BULLETIN PUBLISHING Co., 
Per C. W. Rosenstock. 















THE MAN WANTS WORK. 








plans, and getting lowest rates. 


I am worth $15,000 a year, but would rather prove it than get the 
money. This applies to demonstration only. I can save my salary out 
of any large appropriation, while improving the copy, developing better 
Part of my time for part of the money 
—work at my own desk or with you. Experience—every department of 
several great newspapers; every department of one of the larger adver- 
tising agencies; independent work of immediate success. References 
—some of the most successful advertising of the latest half dozen years, 
and a great deal before; the endorsement of a few houses known nearly 
everywhere. G. S. C., PRINTERS’ INK. 
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NOTES. 


Office Topics is a commendable busi- 
ness periodical published in the inter- 
ests of good printing by the Baker 
Printing Co., Newark, N. 





S. R. Weaver, Philadelphia, issues a 
neat booklet describing his straightfor- 
ward method of selling diamonds, jew- 
elry, etc., and securing departmental 
store accounts for his customers. 





THE West Disinfecting Co., New York 
City, issue a catalogue in which refer- 
ence is made to the thirteenth year of 
the company’s existence and the good 
luck that has attended this hoodoo 
numeral. 





A series of four folders, followed by 
a descriptive booklet, is used to call at- 
tention to a machine for writing letters, 
invoices, etc., which also furnishes car- 
bon copies for filing in a special cabinet 
or letter book. t is made by the 
Elliott-Fisher Company, London, who 
ae an office at 329 Broadway, New 

or 


Tue latest catalogue of Kellogg’s 
Lists, Chicago and New ork, enu- 
merates 1,994 family weekly papers in 
about twenty-five States. The price per 
line for all these papers is $22.75, with 
roportionate rates for parts thereof. 
he catalogue is very complete in its 
information, and handsomely printed, 
bearing the signature of the DeVinne 
Press, New York. 





In a recent issue of The ’57, a month- 
ly employees’ magazine published 4 the 
H. J. Heinz Co., Pittsburg, are shown 
pictures of masquerade costumes worn 
by dancers at balls in different cities, 
each made up of the Heinz advertising 
matter and advertising novelties. With 
a few street car cards and some bottles 
a “Pick'e girl” is easily evolved, and 
the idea is so good that it ought to be 
systematically encouraged by other gen- 
eral advertisers, 





Anyone interested in the preparation 
of fine commercial stationery will find 
helpful suggestions in a booklet of 
samples from Henry Lindenmeyr & 
Sons, New York. The idea’. according 
to the preface, is a paper that has “a 
combination of the good printing quali- 
ties of coated book paper, with the writ- 
ing, erasing and folding qualities of 
superfine mee paper, avoiding the ob- 
jectionable faults of the former and 
enabling the printer to use half-tones.” 


Last year’s total crop production in 
this country was more than six times 
the capital stock of all the national 
banks, according to a summary from the 
Atlantic Coast Lists, New York, three 
times the gross earnings of all our rail- 
ways, and four times the value of our 
whole mineral production. The corn 
crop alone more than sufficed to pay our 
national debt, the cotton crop was sec- 
ond, potatoes, barley, rice, horses and 
mules reached their highest production, 
and the humble hen smashed all pre- 
vious statistics with nearly twenty bil- 
lions of eggs. 
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Besipes late styles, the current cata- 
logue of the Ralston Shoe, Brockton, 
Mass., contains interesting matter on the 
anatomy of the normal foot, with a 
diagram. 





A circutar describing a fire ex- 
tinguisher for carrying on automobiles, 
from the Minimax Co., 24 t 21st 
street, New York, is commendable as to 
matter, but rather cheap as to printing. 





Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a ime Sor each insertion, $10.40 a 
ve 


line per year. Five per cent discount may be 
deducted if aged for in advance of 3 ubli- 
cation and ten per cent on yearly contract 


tid wholly in advance of first publication. 
Display type und cuts may be used without 


ertra charge, but if a specified ‘tion is 
Sor an RAE, granted, 
double price will be demanded. 
WANTS, 


AN yh eo Ay 2 hendie 
our line o verti novelties. . 
LOUIS BUTTON CO., St. Louis, Mo. 
More than 247,000 copies of the morning cdi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


W4XTED, to buy: complete Page - Davi 
Powell, Bates, Helms cpuress in Savertis. 
ing. WALKER. 604 Bee Building. Omaha, Neb. 


DWRITERS earn trom $25 to $100 per week 

You can learn quickly. Send for informa- 

tion PAGE-DAVIS CO., Dept. 23, 90 Wabash 
Ave., Chicago. 


ANTED—Young man with some experience 
of etal Aa departing of daly papel 
“Sma ” de en’ '. - 
dress “F. Z.,”’ Printers’ Ink. . 
4 open for Pp pape 
workers in all d ments. Write for 
booklet. FERNAILD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St., Springfield, Mass. 





Ao and mail-order men_ handle our 
“Best” Skirt Supporter and Sanitary Belt. 
Catalog free. 


THE ROCKWOOD CO.., 362 Toledo, Obio. 


DVERTI:ING writer desires change. I can 
ma! e your advert'sing a profitable invest- 
ment. Thorough knowl of office work. 
“BURROWS,” c. 0. P. I. 
ONCERNING TYPE—A Cyclopedia of ¥-very- 
C da pm for the: Now Printer adver. 
ising Man; “typew +. 64 pp., 0c. postpaid; 
ag’ts wanted. 4.8. CARNELL, 15) Nassau st NY. 
7’ ANTED—First-class ad designer, one who 
has experience on engineering and ma- 
Hew publications preferred. Address THE 
— N PUBLISHING COMPANY, Cleveland, 
0. 





W ANTED—For FIRST-CLASS TRADE PUBLICA- 
TION, CAPABLE ADVERTISING RFPRESENT \- 
TIVé WITH GOOD RECORD, FINE OPPORTUNITY 
FOR THE RIGHT MAN. 
_ THE AcxCHITECTURAL RECORD, 
{14-16 VEsEY STREET, New YORK Ciry. 


OSITIONS OPEN—We have hundreds of high 
grade business and technical positions pay 
ing from $1,000 to $5,000 a year, but we haven't 
enough capable, experienced men to fill them. 
If you believe you are the right man for any of 
these places write y for booklets. We have 
offices in all large cities and offer the surest 
method of ame it ability for every 
cent it is worth. PGOODS (Inc.), Brain 
Brokers, Suite 511,309 Broadway, New York. 


, a YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col 
umns of RS’ INK, the business journal for 
Seve riaes published weekly at 10 Spruce St.. 
New York. Such advertisements will be inserted 
at 2) cents per line, six words to the line. PRINT- 
kRs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than anv other publication in the United States” 














VERY ADVERTISER and mail-order dealer 
E should read THE WESTERN MONTHLY, ao ad- 
vertiser’s e. Largest circulation of any 
odvertising oarpe in America, Sample copy 
free. TH ESTERN MCNTHLY, 815 Grand 
Ave., Kansas City, Mo 
ANTED—Clerks and others with common 
school educations only, who wish to qual- 


ing concerns every- 
where. One graduate filis $5.00 place, another 
$5,000, and any numter earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
nd exceeds su} . 

meGEORGH i. OWELL. Advertising and Busi- 
ness Expert, 1467 Temple Court, New York. 


AM LOOKING FOR A MAN-to travel and 
I sell type. A clean, active, business man 
with real selling ability, who lacks oat 6 good 
opportunity to make a good success. Printing 
experience and newspaper acquaintance would 
bea helptohim. if the right man will 
up, 1 will do the same. I am as good at 
confidence as ad is. If inte , 

; tell som , Or save pos 5 
ime | Sarees _ A. T. 8,” ters’ Ink. 





PERIODICAL PUBLICITY. 


A aeeware DEALERS’ MAGAZINE. Cireu- 
lation 17,500 (@@©). 253 Broadway, New York. 





SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@@). 253 Broadway, New York. 
—__+2+——_—_ 


CARD INDEX SUPPLIES. 


HAT’S all we make. Our prices are right. 
TaNpaND INDEX Cah COMPANY 
STANDARD INDE- ittenhouse Bldg., Phila, 


a > oa 
PUBLISHING =— OPPORTUNI- 
TIES. 


[PUBLICAN weekly in Ohio county seat of 
Sante and Sity strongly Kepublican. 
Largest circulation in the county. Good busi- 
ness proposition and desirable location. Address 
“@. P,,” care Printers’ ink. 
OCAL New York Monthly............-+ 
Directory making $3,000,..... 
Excellent nucleus for outdoor Boece 
Agricuitural Monthly doin ,! 
Trade Daily. old establish 


Special M 
Mechanic: : 
Great Special M 


N P. 
— 253 Broadway, New York. 


W BY win California? 

ve in 
of you overworked Easterners want to 
own and enjoy the comforts and real 
jeasures of lite in outdoor California, I have 
‘or sale a profitable trade journal, established 
ea: 8, making money now, yet its field has 
Yegua to develop. A monthly where cares 
and worries are few; the kind of a proposition 
that will enable you to go home at three o’clock 
each day to fish, swim, boat, hunt, ride, play 
if or the races—you get an ng you want in 
‘alifornia. My proposition will cost you $15,000. 
If interested,,dropa line to “X. A.” Printers’ Ink 

and Ill call. 








POSTAGE STAMPS. 
5 celled Postage Stamps bought ata 
° One ieoant; ence furnished if re- 


quired. “‘C. D.,” care of Printers’ Ink. 
POSTAL CARDS. 


p= and samples of post cards Write 
STAN 


DARD, 61 Ann Street, N. ¥. 


PRINTERS’ INK, 
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DESIGNERS AND ILLUSTRATORS. 


ee, illustra‘ ting, be ay _— 

nating, engraving, lithographing, art prin’ 

THE KiNSLEY STUDIO, 245 Bway, N. Y. 
en ee 


PREMIUMS, 


YEIJABLE goods are trade builders. Thou- 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost makers 
and wholesale aeaiers in wey and kindred 
lines, 600-page list price illustrated catalogue, 
pebitnes annually, 33d issue now ready; tree, 
F. MYERS ( 0.. 46w, 48-50 52 Maiden Lane, N.Y. 


ing. 





FOR SALE. 
slays a Ayo oy a on first-class print- 
ing plant for sale; bargain. Apply “MORT- 
GAGE,” Printers’ Ink, : 
7OR SALE,—Independent dail r in cit 
of 15,000, east central Mich’ kn’ with Cox 


Duplex Press and Mérgenthaler,for $18,000, $10,000 
down. Splendid property in prosperous part of 





the State. Cir 750. Prop 0. 
B. J. KINGSTON. Newspaper Broker, Jackson, 
Mich, 
PRINTING. 
prime at reasonable prices. 
PRESS, Bethlehem, I’a. 
UR WORKMEN are experienced, skillful, 
brainy—they help, with our extensive facili- 
ties, to put a into our work. Write to 
THOMSON PRINT, Philadelphia, Pa. 
cesinsurguginaine: dcrgummtcieacnsions 
PAPER. 
B BaSSETT & SUTPHIN, 
45 Beekman St.. New York City. 
Coated papersa speciality. Diamond ¥ Perfect 
White for high-grade catalogues. 


MERIT 


_—_———+or 
CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
4 Southern red cedar and absolutely proof 
ay moths. Prices low. Send for booklet. 
PIEUMONT FURNITO RE CoO., Statesville, N.C. 


" SUPPLIES 


I SE “Reliance” absorbent paper on your 

mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices from F'NK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 


\ D. WILSON PRINTING INK Co,, Limited 
e of 17 Sprnce St, New York. sell more mug- 
azine cut inks than any other ink bouse in the 
trade. 
Special prices to cash buyers, 


REE sample of Bernard’s Cold Water Paste 
will be sent to any publisher, paper-hanger, 
photographer, cigar maker or manufacturer 
who uses paste for any purpose and will tert its 
meriis, BERNAKD’S AGENCY, Tribune Build- 
ing, Chicago. 


|B gett ae non-ex»losive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers.and improves the suction rollers. It 
will not rust metal or hurt the hands.. Kecom- 
mended by the. best printers for cieaning and 
protection of half-topes. For sale vy the trade 
and manufactured by the DOXO MAN'F'G Co., 
Clinton, la. 


—_+o-_____—_ 
HOUSE-TO-I1OUSE DISTRIBUTION, 


ISTRIBUTION of advertising matter from 
house to house is our sole business. Estab- 
lished 1901, Write for rates, references and also 
any information desired. Address 
WALDEN DISTRIBUTING AGENCY, 
Box 1412, Salt Lake City, Utah. 


D Neppber ime my selling through the trade and 
mail-order firms can secure prompt and 
satisfactory returns through my National Dis- 
tributing Service, which guarantees an honest, 
judicious, house-to-house distribution of adver- 
tising matter anywhere in the United States. 
My distributers are bonded and -nake this 

work their exclusive business. No boys. Write 
for particulars. 

: WILL A. MOLTON, 

National Advertising Distributer, 

Main Office, 442 St. Clair St,, 
Cleveland, Q.- 
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ADDRESSES FO! FOR SALE. 








a see ee 

id to 
poet do, Wyoming s and New Toe RAN 2 

PRINTERY, Bo Box ie i Golorade By Springs, Colo. 

BOOKS. 
tg Si poorer book mailed 
. . & A. A eae and 
Trade Mark i Vent 
Established 1 

REATEST MASTERS of expromica have writ- 
ten contents - fa day Literary Criti- 


wh ny E - ic. | ag) nd ec 
sul on on! ion ani spect ¥ 
mens on popes, MOULTON PUBLISHING C 
Buffalo, N. 





PRINTERS. 


Pp*® NTERS. Write R. CARLETON 
Neb., for copyright lodge cut cata catal 
E ed —_ bookiets, circulars, ad 
ae mall hinds, Ww Liar for =, THE 
BLAIR P’ PTC. "00. BM ain St Main St.. Cincinnati, O 


OOD PRINTING—500 — 400 envelopes: —* - 000 for 
2.00. Other or ting, sam SUN 
PUB. CO., Paulsboro, N. J. 


Omaha, 
ogue. 








ELECTROTYPERS. 
E make the electrotypes for PRINTERS’ INK. 
We do the electrotypin tor some of the 
largest advertisers in the country. Write us afer 


rices. WEBSTER, CRAWFORD & CALDER 
St., New York, 
—__+9+ 


MAIL-ORDER NOVELTIES. 
asse soteg for free “Book of Specialties,” 
ani llustrated catalogue of latest imported 


welry, 
— b- and soode—w ol le only. 
SINGER BROS. optical _woons 
psnnuniescicmtell 
HALF-TONES. 
Ewararee HALF-T« poe 

2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash “accompanies the order. 
Send for samples. 
KNOXVILLE ENGRAVING OO., Knoxville, Tenn 


ALF-TONE or line roductions, 10 ouuare 
inches or ne. » 750.5 








IMITATION TYPEWRITTEN LETTERS. 


Dicrade, We Typewritten Le Letters of the highest 
‘urnish ribbon, matching 
ar stamp. SMITH PTG. CO., 812 
| +R, ‘oledo, Ohio. 





MAILING MAC: MACHINES. 


‘HE pOx MATCHLESS BLESS MAILEK, lichtest and 
— est. $12. Fe VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 





ADDRESSING MACHINES. 


Oe MACH INES—No type used rt 
the Walla ci) adaressing mac ere 


card index system oa addr used by the 
pu ers throughout the country. "send 

for circulars. We do addressing at low rates. 

WALLACE & CO.. 2 Murray » New York. 


1310 Pontiac Blig., 358 Dearborn 8t., Chicago, Ill. 


HE STANDARD AUTO ADDRESSER is a high 
ad machine. b: Cyt or 

foot pow of. System embodies card ex idea. 
a Ly. ly; perforated “en A... exrors im- 
simple. 80- 


a 





B. F. JOLINE & CO., 
123 Liberty St., New York. 
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CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@@). 253 Broadway, New York. 


COIN CARDS, 


6, any printing. |, KING 

10* ibis eAERiEE, Beverly, Mass. 
$ 3 1,000, tor more; any printing. 
THE COIN Wha PPER CO., Detroit, Mich. 


for $3. 10,000, 5 rinting. 
1 300 0.cme Coin 3 Ft. ison, la. 
Ho 
ADVERTISING MEDIA. 


CENTS per line for advertising in THE 
10 JUNION, Bethlehem, ¥ Pa. 


ee. Sunpay TIMEs, ss, Richmond, Me. bs ads, 
lines, 25c. each insertic insertion. Cop: py free 
CV goed coms s, “22 Busiess 'Bringers.” THE 
RELIGIOUS "PRESS AS ASS’N, Phila., Pa. 
a BEE, Pensiie, ile, Va. 1 Average oa 
‘eb., 2,324. “Wants” 5c. per line; min. lic 
DVERTISERS’ GULDE, Newmarket, N. J. ‘a 
postal curd request will will bring posed of copy. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 


res EVANGEL, 
ranton, Pa. 
Thirteenth year, me. p. agate line. 


Atte person adverusing in PRINTERS’ INK to 
the amount of $16 or more is entitied to re- 
ceive tne paper for one year 


= 1,200 homes in Troy and oneal Meet 
=, oe Ohio, py wane the Recorp. Oaly 

> Del ve’ directly to 800 homes in city 
alone. Read we women. Rate, 2-7c. line, net. 


RABTREE’S CHATTANOOGA PRESS, Chat- 

— Tenn., 50,000 circulation guaran- 

teed. ven; 200, readers. Best medium 

South for mail-order and general advertising. 

Rate, 15 cents a line for eyed ads. No proof, no 
pay. 








HE AD-READING HABIT 
AND THE ZANESVILLE SIGNAL. 


There is an ad-reading habit, and 
every wise advertiser gets an eagle eye 
on the sections where it brings in busi- 
ness—takes space in the medium which 
plants, cultivates and harvests it. No 
territory outdoes 


SOUTHEASTEKN UHIO 


in the practice of this twentieth century 
habit, and no daily circulation in that 
region equals the Zanesville SigNAL in 
subscriptions, popularity, growth, influ- 
ence and pulling power. Ask for sample 
copy that we mayerxhibit its beauty of 
typog for a prosp that we 
may clinch a good impression with con- 
vincing details. You can’t afford to 
neglect Southeastern Ohio. You can’t 
do justice to yourself in a Southeastern 
Ohio campaign by leaving out 








_ 
Pay 


THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 


Circulation guaranteed exceeding 5,000. 
Rate, 14 cents an inch, flat, 





































ates tt aan 


pe aeabibetmio 














TYPEWRITER RIBBONS. 
THE MOST ECONOMICAL WAY 


To purchase ; writer ribbons is to buy a 
coupon sheet—twholesale te ; fe at delivery. 
Conpen. aon, ood for - Rape 7 for 
$2; ribbon as needed. & Z 
SALLA, “00 Gold Street, New York® 


——~ ie 
NOTICE OF SALE. 
SUPREME COURT—MONROE COUNTY. 





In the Matter of the Application 
for the voluntary dissolution 


ation 


THE F, F. PULVER COMPANY. 





Pursuant se an order of the Supreme Court 
made and at a special term thereof, 
held at the rourt roe in the City of Roches 
ter on the 4th ey oF arch, | 

NOTICE IS H RUBY GIVEN, that on the 23d 
day of March, 1905. at 10:30 0’clock in the forenoon 
of that day, in the vestibule of the Court House 
in the City of paw, the subscriber, tempor- 

wil bell at rof the said F. Pulver Company, 
will sell at public auction to the hest bidder, 

of the machinery, tools, dies, fixtures 
sketches engravings on stone, office furniture 

sed in the main office of the said company at 
Rochester and in its branch offices in other 
cities, the good-will of the business, the patent 
rights, all unfinished contracts excepting one 
contract with the Bartholomay Brewing Com- 
pany, all secret processes and merchandise 
stock and material and al) goods partly fin- 
ished, which passed into the hands of the sub 
seriber as such 1 eceiver, by virtue of the order of 
this court, heretofore made and dated on the 
18th day of February, 1905. 

The terms of sale are 254 of the purchase price 
to be paid incash upon the day of ae and the 

Jance to be immediately secu be paid 
within sixty days from the day o' 
diate possession of the plant will be given upon 
the payment of the said 25¢ and delivering said 


a = rity. 
Rochester, - % 
my 4th “day. of Mare 
LIAM BUTLER CRITTENDEN. 
Receiver. 
WILLIAM A. SUTHERLAND, Receiver's Att’y, 
#11 Wilder Building, | Rochester, N. Y. 


of take. Imme- 





MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
house advertising; it wil pay you big. Our 
men will deliver your circujars and cata) ogues 
direct to the mail-order buyer. You can reach 
eople who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
png ane = eh a position to ee a 
is of any desired class. 
TST HIBUTORS 1 DRM CTORY will be sent ‘tree 
of charge to advertisers who desire to make con- 
rage direct with the distributor. We guaran- 
soo food service. Correspondence solicited. 
NATIONAL ADVERTISING. Co., 700 Vakland 
Bank Building, Chicago. 


——— +9 
ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties; 25¢ com 
3 samples, !0c. J.C. KENYON, Owego, N. Y. 


RITE for sample and pr price new combination 
Kitchen Hook and Bill File. Keeps your aa 
before the housewife and business man. THE 
WHITEHKAD & Lips al as Newark, N. J. 
Branches in all large citi ; 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails, They're attractive, sub- 
stantial and cheap. Sample, a World’s Fair 
souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10. Madison, 0. 


Color Barometers. "tien de 
maiied in 6 envelope, peany postage. $25 per 


1.000. inelnd ng imprint. Send 10c. for sample. 
FINK & SUN, 5th, above Chestnut, Philadelp! 
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TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. 


Circu- 
lation 17,500 (OO). 23 Br 23 Broadway, New York. 


*6 R®£1, ESTATE,” Amsterdam, N. Y., cireu- 

lation 3.000, tor real estate dealers and 

owners; $1 a year; names of buyers each month. 
ee Sf ee 


TIN BOXE BOXES. 


F you have an attractive, ractive, handy package you 
I will sell more fin” and get better prices for 
them. Decorated tin hoxes apie rich appear- 
ance, don’t break, are handy, 
contents, You can nay in one halt gross lots and 

at very low prices, too. = folks who 
make the tin boxes for Cascareta, Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh Food, New — 
and, in fact, for most of the “big ire ” But w 

y *just as much attention to the “little fellows. ” 

tter send for our new illustrated catalog. 
contains lots of valuable information, and is 
free. AMKRICAN STOPPER COMPANY, 11 
Verona Street, Brooklyn, N. Y. The largest 
maker of TIN BOXES outside the Trust. 


+> 


AD WRITER. 


pwssene INVESTMENTS to pay the in- 
estor. My ability at Zour service, 
BERT. MOREHOUSE, Box 998, Providence, R. I. 


+o 
ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his way. 








EW CUTS and advertising copy for your line 
are cheap enough by our method. ART 
LEAGUE, New York. 


66 4 D” writing, illustrating. Ask about my 
special maili servics. M. P. 
LEVINE, 6127 Aberdeen St., Chicago. 


Abe. WRITING—nothing more. 
Been at it 14 Fy 
JED SCARBORO, 
557a Halsey St., Brooklyn, N.Y. 


ENRY FERRIS, his 
Advertising Writer and Adviser, 
Drexel Building, Philadelphia. 
627 Temple Court, } Court, New York. 


Sus sample Gas Range Range ads, , $2. No more at 
hat price-my time is too valuable. Ask 
pelodiee, Wise series. 
RY C. BARD, 1 Oneonta, N. Y. 


PRINTING 


Of every description, the way it should be done. 
Mailing siips, price lists, circulars, booklets and 
business announcements of all kinds a specialty. 
A neat job and a fair price always guaranteed. 
Try us if you want to be pleased. 


PRINTERS’ INK PRESS, 
45 Rose Street, New York, N. Y¥. 


yA“ you under consideration any bit of _ 
vertising that would gain from heing, ai 
urated with a distinct unusualness ! 
“something” aimed at a class not Tenet: 
able” with ordinary “humdram” things, and 
upon whom ign spueeney suggesting * hot 
air” must not be tried ric making any- 
thing so extra good of its fin that the proper 
tellin of its story becomes a matter of really 
vital importance! if some reader of * Printers’ 
Ink” (as seems probable), is now doing such 
* considering ” it might pay him to write me. 
No. 3%. FRANCIS I. MAULE, 402 Sansom S8t., Phila. 


ADVERTISING AGENCIES. 


OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 


Mg or AGENCY, | Madison Ave., N. Y. 
Medical journal advert advertising exclusively. 


Does &CO., , Advertising A gente, 44 Broad 
N.Y. Private wi vate wires, n, Phila, ete. 


AIL order advertising a specialty. THK 
iV STANLEY DAY AGENCY, Newmarket, N. J. 


PRE H.1. IRELAND. ADVERTISING AGENCY, 
925 Chestnut Street, Philadelphia, 


mark 
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Ce. Established 1895. Los 
Angel rod California, U. 8S. A. Newspaper, 
rade paper advertising. 


AX ae FRANK & CO., 25 Broad Street, N. Y. 
—— Advertising A conte. A tablished 
‘nicago. Bosto' ladelphia. Advertis- 

a kinds placed in every part of the world. 
D*taee RNHART nd SWASEY, San pen 

west of Chicago; 

pall poe advert ortisers by advising judigioasly 
newspapers, billboards, walls walls. cars, distributing. 


| ge appropriations for Seay, are > 
with American Adv 





vertisers. We ca 
achieve results through intelligent selection 0 ot 
a — which = ncy outside of Can- 
Write 'HE DESBARATS AD- 

VERTISING AGENCY, “Ltd. Montreal. 

S* JOSEPH, momar t The Coney Island of 
the West! The place in which to a. 

Ten large excursion steamers running daily 
tween here, Chicago, Milwaukee and other a. 
e excursion trains daily. Booklets 
signs, a — and bills put out at 
reasonable rates. Send your —— matter 
to JOHN FAGAN, St. Joseph, Michigan. 


THERE’S ONLY ONE 


There's only one “Letter Shop.” 

There’s only one Franklyn Hobbs, 

That's Franklyn Hobbs, Himself, 
Composer and Editor of Advertising Letters 


AND HE’S STILL 


At the “ Letter Shop” 
In the Caxton Block, Chicago. 


wrywvVvVvVvVvVTVvVvVvvVvVvVvVvw we 
<$PLALALA44ALA KABA ADDL 


Reach out to the great German aan pee 
tion of Newark, New Jersey, throug a4 
columns of the New okges | 

Newark is the bed ye ity ead ser. 

nearly 300,000 population. 
is Famous for its extensive manufactur- 
ing, mercantile and other industries. 

“= 100,000 of its people—one-third— 
are thrifty ‘and prosperous Germans. 


Don’t Overlook 


THE FREIE ZEITUNG 


on ad a New Jersey’s most important— 
Fai ive—German Morning 
Dally, and Weekly Newspaper. 
t reaches more German readers and 
mace German daily in 





held for the sale of your products 
the liberal use of qo is poner? 5! 
is bringing splen returns for its nu- 


NEW JERSEY 
FREIE ZEITUNC 


ESTABLISHED 1858. 
NEWARK, N. J 











a WHEN YOU WANT 
TO ADVERTISE TO 


536,054 


Methodists of the South, 


The following list of publications of the 
Methodist Episcopal Church, South, 
Smith & Lamar, Publishers, will be found 
invaluable 


» a oula- 
tion Per Issue over 800,000 
Weeklies of the M. E. Church, South: 
The CHRISTIAN ADVOCATE, 64 years old 


The EPWORTH ERA..... .. 10 
The CHILDREN’S VISITOR, 37 “ “ 


Monthly and Quarterly Publications: 
SUNDAY SCHOOL MaGazInE—Monthly. 
INTERMEDIATE LESSON QUARTERLY. 
SENIOR LESSON QUARTERLY. 
HoME DEPARTMENT QUARTERLY. 
METHODIST QUARTERLY REVIEW. 











For Rates, Space, etc., Send Your Or- 
ders or Inquiries to 
J. ArtHUR JOHNSON, 
Advertising Manager, 
340-346 Court Square, Nashville, Tenn. 

















A. T. BOND, 


16 CENTRAL ST, 


BOSTON, MASS., 
ADVERTISING AGENT 


ESTABLISHED 20 YEARS. 


GIVES PERSONAL ATTENTION 
TO ACCOUNTS PLACED IN HIS 
CHARGE. 


HIS HOTTO IS: 
**MY CLIENTS’ INTERESTS FIRST.” 














Leary 








SE eh 
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PRINTERS’ INK. 


GET THE HABIT. 


AY as you go and you will never make bad friends. Creditors 
have better memories than debtors, as waiting for money does 
not sweeten any man’s temper. Many printers are led into 

debt (oftentimes from which they never free themselves) on the 
promise that if they order a fair-sized quantity of ink or paper, or any 
of the commodities needed in the business, they will not be bothered 
for the money. The supply house may be ever so lenient, but the 
bill will be paid long before the goods are consumed. My cash-in- 








advance system may seem arbitrary, but the small printer who gets 
the habit, will never lose his head and buy goods for which he has 
no need. Send for my price list and compare it with what you have 
been charged for inks on credit. Try me on a small order, and if 
you are not satisfied with your purchase the money will be refunded 
along with the cost of transportation. 








oe ADDRESS... 
PRINTERS INK JONSON, 
17 Spruce Street, - -=- New York. 


SI 











Worcester (Mass.), Evening Post 


Ind. Dem.; 8, 10, 12 pages. Net paid daily average circulation: 1902, 9,641; 
1903, 10,372; 1904, 12,517, _ Increase in three years, 48.7 percent. Net paid circulae 
tion for the three months ending January 31, 1906, 13,635. 

The Post goes into at least 7,000 homes in Worcester that are reached by no other 
local paper. It has three times the circulation of any evening newspaper in Worcester 
County, and the largest circulation of any paper within city limits. 

Circulation examined by Association of American Advertisers in February, 1903. 
Sworn detailed statements issued regularly. Favorite paper of middle and industrial 
classes. Circulation books open to all. 


PRICE, ONE CENT. 
EUGENE M. MORIARTY, - - EDITOR AND PUBLISHER. 














HOW MUCH PER REPLY? HOW MUCH PER ORDER? 


If you advertise and sell by mail; if you sell through regular trade 
8 foliow-up system; if you would find out to a certainty which pe Te yay en agen 
equally important, are not paying, you need our sii 


Mail Order Checking Return Cards. 


They record fora whole year and show at a glance: all details of the ad ¥ 
fags 4 bay number — — F ney day - a year ; the number of pit ey B ived 
each day for a year ; the number of replies ard orders each month f. A 
reply; the cost per order, ete., ete. Ce A Icets toe Come Dee 


4cts.each. $3 per hundred, delivered, Sample card for 2 stamps. 


SCOTT & MASSENGALE, 5 Beekman St., New York. 
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This offer is subject to with- 
drawal at any time. Act 
now—if you care to enjoy 

its benefits. 























The 1904 edition of Rowell’s Ameri- 
can Newspaper Directory is now out j 
of print, and the issue for 1905 will not be 
ready for delivery until the latter part of May. 
The subscription price of the book is Ten Dollars 
net cash. Persons desiring to register a sub- 
scription and willing to send check with order 
now, may have a discount of ten per cent from 


the above price, making the net price 


NINE DOLLARS, 





and to these in advance paid subscribers a copy 
of the very first lot received from the bindery 
suall be sent carriage paid. If interested, send 


order and check direct to 


CHAS. J. ZINGG, Manager, 


Rowell’s American Newspaper Directory i 


10 SPRUCE STREET, | 
(UP-STAIRS), , 


NEW YORK CITY. 











March 1, 1905. 





























PRINTERS’ INK ' 

Our literary department is composed 
of men who have the somewhat rare 
gift of determining the strongest talking 
points of a proposition and placing them 
before the public in a way that is 
believed. This is the entire sum and 
substance of the making of good copy, 
and it is not as easy as it sounds. 

We have prepared copy for many 
leading advertisers who have assured us 
that our copy has greatly increased the 





volume of results—tfrequently by more 
than 100 per cent. 

We can make your space much 
more valuable to you than it is, and if 
you are open to conviction and will 
consider a reasonable copy proposition, 
let us hear from you. 





THE GEORGE ETHRIDGE COMPANY, 


Thirty-three Union Square, NEW YORK. 
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ALL THE NEWS WHILE IT IS NEWS. 
THE 


Cincinnati Enquirer, 


SUPREME IN ITS FIELD. 








The vastness of the news service of The Enquirer puts 
it easi'y in first place. Its columns contain all the news 
—local, telegraphic and cable—that can be obtained only 
by its unequalled news-gathering facilities. 

The Enquirer, Daily and Sunday, is sold for five 
cents acopy. It is one of the few newspapers in the 
country that has maintained the price and increased its 
circulation at the same time. 

“The higher the price at which a publication is sold, 
the more that publication is worth per thousand to the 
advertiser. The higher the price, the more closely will 
the actual sale approximate the number issued.”— 
Printers’ Ink. 


AS AN ADVERTISING MEDIUM 


The Enquirer is not excelled. It covers its local terri- 
tory thoroughly by carrier system and newsboys on the 
streets, and outside employs the best mail facilities. 

It is one of the most influential and widely read 
newspapers in the world. 

It is one of the very limited number of newspapers 
accorded a rating of the double “ Bull’s Eye,” or “ pure 
gold” mark in the American Newspaper Directory. 

It carries more want ads than any paper in the Cen- 
tral States. 





Daily Enquirer, over 68,000 
CIRCULATION < Sunday Enquirer, “ 180,000 
( Weekly Enquirer, “ 200,000 


For Advertising Rates address 


RSet, THE ENQUIRER COMPANY, Cincinnati, Ohio, 
A NEWSPAPER A 


ceva <The 8, Beckwith Special Agency, 


ae oe 
iment THE oS Sole Agents Foreign Advertising, 


a i) 
wow We NEW YORK. Tribune Building, CHICAGO. 
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Newspaper Publishers 
may be interested to Know 


that there is still time to secure the Guarantee 
Star in Rowell’s AMERICAN NEWSPAPER 
DirEcTORY for 1905 for publications eligible 
to the Star Galaxy, provided they deem the 


Guarantee Star worth the cost. 


UA 
GUAR 
TEED 


If interested, write promptly for particu- 
lars to | 
CHAS. J. ZINGG, Manager, 


ROWELL’S AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce Street (up-stairs,) New York. 





Beis oF Gonm vese) 
- THE CHICAGO DAILY NEWS VICTOR F. LAWSON, Publisher, 
188 Fifth Avenue, CHICAGO 


February 16,1905. 

‘I. hereby authorize 
you to print the Guarantee Star in ‘the directory ‘in ‘connection with 
the circulation statement of Tne Chicago Daily News, and wili honor 
your bill for the same at the price of $100, which 1s to cover all our 
obligations in the matter so long as we continue to tell the truth. 
When we fall from ovr high estate we shall recognize. that we shall no 
“longer be entitled to the good opinion of our friends. 

Sincerely yours, 


GME Borne, 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 











One Hundred Dollars 


for guarantee of circulation rating’ in Rowell’s American Newspaper Directory. 


Tue Printers’ INK Pusiigfinc .CoMPany, 


$100.00 








CONDITIONS. f 


The absolute ofe rating in Arabic Hgures ia Rowell’s Ameri pap y, based upon a patiofactory statement from the publisher 
ofa , Of the actus! issues for a full year, is guaranteed by the Directory  pabsiehere. under a forfeiture of one hundred dollars, able to the first person who suc- 

assails the accuracy of the said rating. @ guarantee thus made, end the forfeiture offered by the Directory. is secured by the publisher of the ir by the pay 
ment of one hundred dollars to the peblishers of the Directory ase anent deposit. The guarentee is perpetual so long as the newspaper furnishes sta ente in detail. 
Guly authenticated, end the to be p money paid is not returnable to the pu er at apy time or under apy circumatances, 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY. 





L @uly authenticated, and the to be p 


New York City, MAR 3- 1905 


to 





IRECEIVED of the Publisher of 2 
One SFtundred Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 
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Tue Printers’ INK PupiisHinc Company, 





$100.00 


Publishers owes American 





conDITIONS. . 


The absolute correctness of a circulation rating in Arabic figures in Rowell’s American News; r Directory, based upon a satisfactory statement from the publisher 

ofa paper, of the actual issues for a full year, is +4 by the D y  pabitahere. under a tert of one Pa dollars, payable to the firat person Who suc. 

cessfully assails the accuracy of the said rating. The guarantee thus made, and the forfeiture offered by the Directory, is secured by the publisher of the paper by the per 

ment one hundred dollars to the publishers of the Directory as a permanent deposit. The guarantee is perpetual so long as the newspaper furnishes statements in detall 
D ‘tne money paid is not returnable to the publisher at any time or under any circumstances. 
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BY GEORGE ETHRIDGE, 


READERS OF PRINTERS: 
CRITICISM OF COMMERCIAL ART 


The advertisement marked 
No. 1 originally occupied a 
space 234 inches wide and 3 


inches high. The illustration was 
about 244 inches by % of an inch. 

















‘were not satisfactory until the 
KIN struction. aan like itever made. Nonsinke 
able. Can't tip over. ture-proof. Wear 
Always ready. Folds into a small, neat package—carry by 
hand, Used by the U.S. Navy. They are simply wonderful. 
only by ourselves. 
A catalogue of 100-engravings and go 
KING FOLDING CANVAS BOAT CO. 
173 W. North St., Kalamazoo, Mich. 
A reproduction will necessarily be 
worse than the original, but in the 
sight might, with time on his 
hands and a strong fund of pa- 


was produced. It's a revelation in boat con- 
longer than a wooden boat. No repairs. No cost for storage: 
A thoroughly patented article, Beware of imitations. Made 
lestimonials sent on receipt of © cents, 
latter a man with excellent eye- 
tience to draw upon, figure it out 





No.2 


that in this illustration there was 
a man in a boat in the act of pull- 
ing a fish out of the water. On 
the boat appeared the words “rib- 


bed longitudinally, and diagonal- 
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COMMERCIAL ART CRITICISM 


INK WILL 


33 UNION SQUARE,N.Y. 


RECEIVE. FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 








ly.” Lettered in on the picture 
were the words “carry in a 
buggy,” “Last a life-time,” “King 
Folding Canvas Boat Company, 
Kalamazoo, Michigan, » “Send six 
cents for catalogue,” “Too engrav- 
ings,” “our 11 ft. boat,” “non- 
sinkable,” “400 testimonials.” Just 
think of all this in a picture con- 
taining two square inches of space. 
This certainly breaks the record, 
and if there are prizes offered for 
this class of work all the prizes 
ought to be forwarded at once ‘to 
the King Folding Canvas Boat 








4a oe 


Mee lection for American smokers. 
vty for cn Years the tong tao he Oe 


MURAD 


CIGARETTES 


win o MURAD. The reintn tonens 
ips et fo euas coum oe hag agit 


10 for 15 cents 





Company. If this advertiser had 
used a picture of a fisherman in a 
boat after the style of No. 2 and 
then told his story in the mortise 
it would not have broken the rec- 
ord for freakishness, but he would 
have had an advertisement fit to 
do business. 
“ * * 


Concerning the strength of this 
Murad Cigarette advertisement 
there can be no two opinions. It 
is extremely strong and striking. 
The black and white are well 
balanced and the name of the ar- 
ticle advertised is brought out in 






























excellent shape. The question is, 
Does the fact that the people in 
this ad are not human add any- 
thing to its strength or convincing 
power? It is well to leave some 
things to the imagination, but 
there seems to be an epidemic of 
this class of illustration, and it is 
neither interesting, artistic, nor in 
any way impressive, except, per- 
haps, for its weirdness. The fact 
that the waiter’s face has melted 
and run down over his shirt may 
amuse the children, but it is 
neither good art nor good adver- 
tising. 
* * * 


Here is a Platt’s Chlorides ad- 
vertisement, 


the illustration o 













Dust, Dirt and Germs are 
best removed from floors by 
first sweeping with a cloth-cov- 
ered broom moistened with water 
containing just a little 


Platt's 
Chlorides 


itiaieaniabtnnineall 
The Odorless 
Disinfectant. 


A colorless quid, powerful, ‘tale and 





‘mat 
according to directions on the bottle for 
household use. . 

Sold im quart bottles only by Gruggute 
everywhere, An illustrated booklet with 


ed tree. 


y 
Address Henry B Platt 42 Cig St,N. Y. 


H Your Baby plays on the 
floor where dust’ and germs 
mjj abound. To remove these and 




















which is a little confusing. The 
lady in the upper section of the 
picture has what seems to be a 
pail of water and a broom, The 
baby down below seems to be 
creeping around in a_ pool of 
water, and the first impression is 
that the careless woman above is 
sweeping water down through the 
cracks on the poor infant. A care- 
ful study of the advertisement 
convinces one that this is not the 
case, but this double illustration 
does not tell a story in itself, and 
the effort to tell two different 
stories in a quarter page magazine 
ad is futile. If an advertiser can 
get a picture that tells even one 
chapter of one story in a quarter 
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page advertisement he is doing 
well and doing quite enough. 
ok * * 


The Acme Bolster Roll, we are 
told, makes your bed-room as in- 
viting as your parlor, and we here 
behold one of the rolls referred to. 
Perhaps it is a good idea to show 
the roll, even though the adver- 
tisement is a small one, but it is 
not necessary to attempt both the 
bed-room and the parlor in con- 
nection therewith. In the original 
of this advertisement it was pos- 


CME 


BOLSTER 
ROLL 


As necessary tothe beauty of a 
: bedroom as window curtains. 
It.takes the place of wrinkled: 
Reet and untidy pillows during the 
X~% day, and when covered to 
. match the spread gives the 
MAKE a'de) 10g°@e bed a much handsomer and 
— more stylish appearance than 

BED ROOM AS troublesome pillow shams. 
INVITING The Acme weighs only 4 Ibs. 

AS YOUR. 


(it is hollow), is strong, clean 
PARLORE 














“ 
=v 


and sanitary. One style has 

oval openings in which to 

store pillows in daytime. «+ 
une ar, met 22 $2.00 
If your local dealer will not supply 
mu, write 


stating width of your 
O. order for 
land pay 


of 
k 
“Gur beautiful &-page booklet “Home 
Comfort and 5 . It con- 
tains valuable hints that will appeal 
to lovers of the beautifal in the hor 
Written by ao expert. Write for is 
to-day. 
1. & D. PAPER COMPANY 
849 Water St., Sandusky, Ohio 





sible to make out in the oval 
spaces at the top and bottom of 
the roll the details of two rooms 
—one the bed-room and the other 
the parlor. The pictures were 
weak, crowded, uninteresting and 
of absolutely no use to the adver- 
tisement. If this advertiser had 
used a page instead of a quarter 
of a page it would have been pos- 
sible to show to advantage a bed- 
room scene without too much de- 
tail in it—but enough for its pur- 


pose. 
or 

“Pouttry for Profit” is not a cata- 
logue so much as a treatise on incuba- 
tion, breeds, diseases, rations and the 
care of poultry, compiled by J. W. 
Miller, head of the company at Free- 
ort, Ill., that makes the Ideal Incu- 
ator. It is pretty safe to say that no 
copy of this book that gets into the 
clutches of a farmer will ever get out 
again. Press of the Long-Critchfield 
Corporation, Chicago. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








HERALD PUBLISHING COMPANY, 
Publishers and Printers, 
J. A. Davis, Jr., Business Manager. 
ALBANY, GA., Feb. 28, 1905. 
kaitor, Ready Made Advertisements 
Department, Printers’ INK, New 
Fora; i. Wt 
Dear Sir—Will you be kind enough 
to criticise the enclosed advertisements 
from the Albany, Ga., Herald. Do you 
consider them good newspaper ads for 
a small daily paper? 
Thanking you in advance for your 
kindness, | am, very truly yours, 
J. A, Davis, Jr. 
Newspaper publishers very often 
miss the opportunity to develop 
new business in the cheapest pos- 
sible way by not using for them- 
selves some of the space which 
they recommend so persistently 
in other ways to other people. 
The fact of the matter is that the 
average newspaper publisher has 
mighty little faith in the value of 
his space, and, if he does any- 
thing at all in the way of adver- 
tising his paper to advertisers, he 
does it by means of circulars, 
thereby seeming to indicate great- 
er confidence in that method than 
in the one in which his profits lie. 
When the possible advertiser gets 
a circular from a publisher who 
seldom or never makes use of his 
own space, he is likely to reason 
that the publisher thinks that 
either his paper does not reach the 
people he wants to impress with 
its value, or his advertising pages 
are not widely read. Anyhow. 
here's the publisher, the man who 
is supposed to know all about the 
value of different methods of ad- 
vertising—using circulars when he 
might use his own space at a much 
lower cost; and therefore, the 
advertiser who should spend his 
money in the newspaper gets out a 
few thousands of cheap circulars 
two or three times a year and 
lets it go at that. It is very much 
up to the publisher to educate his 
possible advertisers, first as to the 
usefulness of all good advertising, 
then as to the profitable use of 
space in his paper, and finally to 
take off his coat and get busy at 





the copy end of the proposition if 
necessary, to prove his case and 
hold the business after he gets it. 
It is a part of his job to show the 
retailer, who ought to use space 
in the local paper, that the 
local paper should be the head 
and center of his advertising ac- 
tivities, and that if he has any 
money left for advertising after 
paying for the newspaper space 
that he ought to have, circulars, 
booklets and “such like” are good 
auxiliaries in which to spend some 
of that money. Mr. Davis seems 
to be one of the comparatively few 
who believe in taking liberal doses 
of their own medicine, and it will 
be strange if his paper does not 
gradually take on additional ad- 
vertising flesh under the influence 
of the good stuff he prints, if it 
is backed by occasional good cir- 
culars and personal persuasion. 
Here are two of his ads and more 
of them will be reproduced in 
later issues if Mr. Davis will be 
good enough to send them in. 
“PROCRASTINATION 
Ts the thief of time,” but it’s more kinds 





| of a thief than that if it has to do with 


advertising in the Herald. It goes right 


| down into your till and takes the dollars 


out. And the longer it operates against 
you the more you suffer, for all the 
while the other fellow is getting a 
stronger hold on the trade you want. 
Have you given this matter the con- 
sideration it deserves? 

THE HERALD. 

THE HERALD. 

Because fabu'ous sums are spent in 
advertising, some merchants think that 
it cost a fortune to keep any business 
before the public. They do not stop 
to think that advertising space can be 
bought like cloth or fard or soap— 
in any desired quantity, as one’s busi- 
ness may demand. The man who is 
selling cigars from a small stand on the 
corner doesn’t need as much space as 
a department store. But the proper 
space is just as essential to the best 
results in his buiness as ig the big 
store’s big ad. It doesn’t cost much to 
buy a small space in the Herald—a 
space that is suitable for an unpre- 
tentious business. And, after all, it’s 
not the size of the space, but what you 
put in it that counts. Start off with a 
little space and use it well and you'll 
need a big one by and by. 

THE HERALD, 




















For Safe Deposit Vaults. 


An 


A Timely One From the New Haven 


Montgomery, Aia., Advertiser. 





Can’t Find Your 
Abstract. 


Eh? Haven’t seen it for 
years. Want to sell your 
property, so a new one is 
necessary. Resu.t: It costs 
you more for the new ab- 
stract than would pay for a 
safe deposit box for several 
‘years. And think of the 
security gained for other pa 
pers, valuable jewels, etc., 
if you had a ~box in 
our new Safe Deposit 
Vaults. Boxes $5 per year 
and upward. 


THE FOURTH NATION- 
AL BANK, 
Montgomery, Ala. 





Early Bird. 


Pittsburg. 





Window and Door 
Screens 


should be arranged _ for 
Now. .If you wait until the 
summer comes, your house 
will’ be full of flies and 
mosquitoes and you'll have 
a hard job getting ‘em out 
again. 

In hot weather, orders 
come in so fast that some- 
body must wait. We can 
attend to you better if you'll 
phone, write or call to-day. 

TAYLOR & DEAN, 
201-205 Market St. 
Pittsburg, Pa. 





Register, 








: 
Stove and Furnace 
Repairs 

If there should be a sud- 
den break in your Stove, 
Range, or Furnace, you 
couldn’t afford to wait lon 
for Repairs this col 
weather. We can give you 
Repairs just as quick as you 
want them. We carry all 
kinds in stock. 

J. C. CRONAN & CO., 
Heating and Plumbing Con- 
tractors, 

6 Church Street, 

New Haven, Conn. 
Open Monday and Saturday 
Evenings, 
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From the|Good Ad for an Optician. 


San Francisco Bulletin, 







From the 





From the Index of 





“Offered A Million 
for His Sight.” 


“I will give one million 
dollars to the man who will 
restore to me my eyesight. 
I will walk out of the store 
and hand him the keys. 

So said the Chas. Rouss, 
multi-millionaire, in the 
office of his ten-story build- 
ing at 551 Broadway, New 
York. Mr. Rouss’ eyes had 
been failing for some time, 
and day by day it was with 
greater difficulty he cou.d 
distinguish objects, 

Mr. Rouss paid the penal- 
ty of overwork and neglect 
of his eyes. George May- 
erle’s Glasses would have 
prevented constant strain of 
muscles and _ nerves that 
have at last given out. 

The wrong glasses. will 
ruin the strongest eyes. 

Neglected eyesight affects 
the brain. George Mayer- 
le’s Glasses Strengthen the 
Eye and Brain. 

GEORGE MAYERLE 

German Expert Optician, 
Charter members American 
Association of Opticians. 

1071% Market. Street, 





San Francisco. J 





It’s a Good Thing to Show That You're 
Up and Doing by Making an Early 
Start With Your Spring Stocks; But 
of Course, it Wouldn't Do to Talk 
Negligee Shirts Every Day Till 
Summer. 

















1905 Negligee 
Shirts. 


You can’t imagine how 
effective a Negligee Shirt 
can be if you haven’t seen 
these new ones. 

Silkk ones if you want 
them; flannel, madras and 
mohair ones that you can’t 
help wanting. 

Made especially for us, 
and we picked the patterns 
as if our lives depended on 
selling them. They’ll sell 
if you see them. 

No foolishness about the 
prices, although the styles 
= exclusive—$1.50, $2.00, 
2.50. 

Neckwear, handsome 
enough to wear with the 
shirts—so0 cents and $1. 


JENKINS & THOMPSON, 


(Incorporated.) 
Opposite the Pump. 
New Haven, Conn. 
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Publicity for electric light and 
power seems to be steadily in- 
creasing in quantity and improving 
in quality. The light and power 
companies not only use the daily 
press, but some of them go so far 
as to issue bulletins intended to 
educate possible customers as to 
the best equipment for the various 
uses of electric light and power. 
One of the most striking of recent 
newspaper ads for this line ap- 
peared in the Washington, Pa., 
Daily Reporter for Feb. 7 last, 
over the name of the Washington 
Electric Light and Power Co. It 
occupied a full page, the body of 
which was divided into three 
panels—one devoted to light, the 
second to power and the third to 
steam heating. There is not room 
here to reproduce it in its original 
striking typography and arrange- 
ment, but here is the matter, and 
it would seem well adapted to the 
advertising needs of many similar 
plants, perhaps with slight changes 
in unimportant details. Certainly 
the arguments are good and well 
presented, and there are probably 
very few readers to whom they 
will not make a strong appeal: 


THREE MODERN 
NECESSITIES. 


LIGHT. 


We are of the opinion that notwith- 
standing the progress electric lighting 
has made in the last twelve years, a 
great many people are unfamiliar with 
its advantages. In residences there is 
comfort, in stores advertising, and in 
both convenience, safety and economy 
in its use. Let us show you the many 
advantages, not the least of which is a 
pecuniary one, to be gained in the use 
of this most perfect light. Let us give 
you estimates on installation. We set 
meters and give an outfit of one to 
twenty lamps free of cost. Our rates 
have been reduced 30 per cent. You 
need not dread the arrival of the postal 
card each month. You can use light 
liberally and pay a reasonable bill 
cheerfully. 

Perfect equipment and every possible 
precaution taken to insure uninterrupt- 
ed service, insures—Reliability! 


POWER. 


Do you use power? Is it satisfac- 
tory? Have you figured its full cost? 
Don’t forget your repair bill and de- 
lays. Compare them with the bill of 
vour neighbor who uses electric power. 
We are giving customers reliable, 
twenty-four hour service to motors 
ranging in size from one-tenth to 75 
horse power, used in every conceivable 








service. Your mail is postmarked, your 
bread is mixed, your newspapers are 
printed, your ice cream is frozen, your 
meat is chopped with electric power. 
It is being used to operate shops and 
factories, curry horses, ventilate build- 
ings, run elevators, chop feed, heat 
flat irons, run sewing machines—every 
time the fire bell rings electricity is 
the motive “ggent It will do your 
work and the cost will never be a 
source of worry. 

A property heated by steam from an 
outside source and lighted by electricity 
is—Well Insured! 


STEAM HEATING. 

We are heating hotels, educational 
institutions, churches, business blocks, 
stores and residences with our Low 
Pressure Steam System. A four years’ 
test has proven its reliability. No cold 
houses in the mornings. Perfect safety. 
We can save you money on your fuel 
bill, trouble in your home, and entirely 
eliminate all fire ris : 

A home heated and lighted from 
our plant is an ideal one. 

THE WASHINGTON ' ELECTRIC 
LIGHT AND POWER CO., 
Washington, Pa. 


A Good Savings Bank Ad, from the 
Register and Leader, Des Moines, Ia. 








Capital, $500,000. Surplus, 
§135,000. Stockholders’ lia- 
bility, $500,000, Total $1,- 
135,000. 


If You Don’t Save 


and protect yourself against 
misfortune and old age who 
will provide for you. 

Saving is easy after you 
once start, and profitable at 
4 per cent compound inter- 
est, and safe because $1,- 
135,000 protects your deposit 
in the 


DES MOINES SAVINGS 
BANK, 


N. W. Corner Fifth and 
Walnut, 


Des Moines, Ia, 








From the Leavenworth, Kansas, Ties. 





Selected Screened 
Lump Soft Coal. 


The weather looks bad, 
don’t be caught napping. 
Our increased facilities en- 
able us to serve you 
promptly. 

Order a load to-day and 
see for yourself why we 
are called the Kleen Kole 
people. 

DONOVAN COAL, ICE 

AND TRANSFER CO., 


Leavenworth, Kansas. 
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Prices 
Than 
count Sale.” 
Y., Evening Journal, 


ut a Few of 


Umbrella Ad That's “Different ;” 
the Old and New 
Would Mean Much More 
“Our Twenty Per Cent Dis- 
From the Albany, N. 





Robert Louis 
Stevenson Says: 


The umbrella has be 
come the acknowledged in- 
dex of social position.” 

If this is so, then you do 
not wish to be seen with a 
shabby one. Our 2o per cent 


discount sale gives you 
ample opportunity to pur- 
chase at a small cost “all 


those homely and solid vir- 

tues” implied in the term 

“respectability.” 

J. McELWEE’S UMBREL- 
LA SHOP, 


12 No. Pearl St. 
Albany, N. Y. 








This Direct Appeal Is the Stronger 
From 
Wilmington, Del., Evening Journal. 


Because so ncommon. 





Notice to the 
Blacksmiths of 
Wilmington. 


I have just received a car 
of the best blacksmith’s coal. 
(Big Vein, George’s Creek) 

Can sell at $4.50 per ton. 
Can guarantee quality. If it 
fails to do the work will 
take it back and refund the 
money. 


FRED C. McCALL, 
Foot of West St., 
Wilmington, Del. 











Just to Show How They Do It in 
Manila; Not Recommended for Gen- 
Krom the Sunday Sun of 


eral Use. 
Manila, P. I. 





Slow Horses and 
Fast Women 


have been many a man’s 
ruin, but to avoid this go to 
the Colonial Stables, 140 
Calle Magallanes and secure 
a fast horse, a stylish rig, 
and (the less said about the 
woman the better): 
Telephone 354 


W. S. WATSON, 
ALFRED T. SMITH, 


Proprietors, 
Manila, P. I. 











the 


Washington, Pa., 





Voice Engravings 


Speaking of phonograph 
records a prominent music 
journal aptly calls them 
“Voice Engravings.” This 
is true to a remarkable de- 
gree, and in the case of the 
“engravings” we handle it 
means “Art Engravings.”” 

We can give you copies 
of the voices of the best 
singers in this and other 
countries as well as_ recita- 
tions and music of all kinds 
at 25c. up for any talking 
machine made. 

We have over a thousand 
records in stock and take 
pleasure in exhibiting them. 


BEN REYNOLDS, 
166 North Main Street, 


Two Doors North of Chest- 
nut Strect, 


Washington, Pa 





Meats. 


@ Leavenworth, Kansas, 





It Is Up To You 


To say whether you want 
packing house meats or 
twhether you want that 
which is home killed and 
home cured. We do our 
own killing and curing. Our 
meats are prime. We have 
just taken out of the smoke 

ouse another batch of hams 


and shoulders—the finest 
meat that ever graced a 
table. Remember, we make 


all the !ard we sell, 


BLOCHBERGER, 
Fifth and Chestnut, 
Leavenworth, Kansas. 











A_ Bit 


Too Much for the Money? 














Free Sleds for the 
Boys! 


Nice coasting just now, 
and that’s what the boy 
likes. Why not give him a 
new sled? We are giving 
Free a fine sled with every 
ound box of G, U. Baking 
owder at 50c. 


GRAND UNION TEA CO., 


Cor. Main and Washington 
Streets, 


Poughkeepsie, N. Y. 
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A New One for Phonograph Records, 
From the 


Daily 
Reporter. 


Good Ad for a Meat Market That Deals 
Only in Home-Killed From 


Times. 


of Poughkeepsie Enterprise, 
From the Poughkeepsie Enterprise. 
It may Sell a Lot of Baking Powder, 
but Doesn’t tt Look Like a Case of 























PRINTERS’ INK, 


IT WAS NEVER 
DONE BEFORE. 


HE management of Rowell’s 
American Newspaper Directory 
will accept display advertisements 

for the 1905 edition of that book 

from printers, engravers, catalogue and 
novelty makers, or any other first-class 
firm which makes or sells a commodity 
of which the big general advertisers of 
the country would be glad to know. 
Terms: $20 quarter-page; $30 half- 
page; $50 whole page—less 5 per cent. 
discount for check with order and copy. 
All display advertisements will be in- 
serted in the body of the book, catalogue 
part, and within any State designated. 
A prepaid advertisement carries with it 


ancl ee ae hee 


First—An immediate one-time insertion of the same 
advertisement in PRINTERS’ INK. 

Second—A copy of the 1905 Directory (price, $10), 

delivered carriage paid. 




















If interested send order, copy and check, 
at once to the 


PRINTERS’ INK PUBLISHING CO. 


10 SPRUCE STREET (up-stairs), 
NEW YORK. 
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